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Block prices: 
Case for 
the FMPE 


Sir,—A. L. Culyer (November 
2) makes several wide and mis- 
leading assumptions in his com- 
ments on this Federation’s new 
price lists. He speaks from his 
own experience in an advertising 
agency, forgetting that the en- 
graver serves many types of busi- 
ness, each with greatly varying 
requirements. 

t is therefore wrong to assume 
that there is any such person as 
an “average block buyer.” If Mr. 
Culyer, as an agency buyer, is 
paying an overall 10 per cent 
more that is because he is a pur- 
chaser of small blocks. Many 
buyers are making substantial 
savings and larger blocks are 
bought very much more §fre- 
quently than he appreciates. 

Our reasons for adjusting our 
prices have been stated in these 
columns before. They were dic- 
tated by economic necessity, and 


THIS WEEK 
How the ad man is affected by the 
Restrictive Practices Act—page 18. 
NEXT WEEK 


Market Survey of Greater London 
and the Home Counties. 


an indication of how pressing the 
situation had become can be 
ained from Mr. Culyer’s own 
rete Some small blocks are 20 
per cent or so dearer, but that is 
precisely the amount by which 
those sizes were under-charged. 

Indeed, an abnormal run of 
small work could, and did, put 
engravers in difficulties even 
although they had full order 
books. I think it will be agreed 
that this state of affairs should 
not continue. 

The price adjustments were 
made only after the most careful 
and thorough costings, which 
were tested on a_ substantial 
volume of turnover. 


ii 


To The Editor. . 


The increase of seven per cent 
in block prices in May this year 
covered purely and simply the 
wage awards granted to craftsmen 
at that time. It included no pro- 
visions for the salary increases 
which engravers felt bound to 
give to their clerical and execu- 
tive staffs. 

Before these new price lists 
were introduced, we had very full 
discussions with representatives 
of the IPA, and our position was 
understood by them. . 

May I again point out that the 
average prices for blocks are now 
only a little more than double the 
1938 average, although wages 
have trebled and material costs 
quadrupled? 

N. HARRISON, 
Secretary, 
Federation of Master Process 
Engravers, London, W.C.1. 


Grouped prints 
cut costs 


Sirn,—The large increase in 
price for small blocks can be 
offset in a simple way by the use 
of copy prints. 

At 7s. 6d. for a copy negative 
and print, to reduce all originals 
to a common size for qualifica- 
tion under “group charges” 
becomes an attractive proposition. 

The amount saved varies with 
the size and type of block, and 
increases as the size is reduced. 

For example, five ten-square- 
inch grouped cut-out half-tones, 
plus prints, would cost 
£15 13s. 9d., but if ordered separ- 
ately cost £17 5s. At the other 
end of the scale, five one-square- 
inch grouped blocks would cost 
£7 18s. 4d., but when charged at 
the minimum rate, would still 
cost £17 Ss. 

Some pundits say there is loss 
of quality in copy prints. This 
is not so with the new line-and- 
tone emulsions, used in conjunc- 
tion with a process lens. Often 
an improvement can be effected, 


particularly from retouched 
originals. 

I. M. GraHaM. 
Windlesham, 
Surrey. 


Copyright Act 


Sir,—The comments of Fergus 
Cashin (November 9) on monitor- 
ing in relation to the Copyright 
Act appear to be based on the 
fallacy that because an advertiser 
can cut an advertisement out of 
a newspaper with a pair of 


scissors, it is also permissible for 
a person to film or record a tele- 
vision broadcast and use it for 
commercial purposes. 


The Copyright Act makes 
different sets of “rules” for 
literary works (which includes 


printed advertisements) and tele- 
vision and sound broadcasts. 

It is true that a person is per- 
mitted to make a cinematograph 
film of a television broadcast or 
a recording of a sound broadcast, 
but this is limited strictly to 
“private purposes.” I would not 
say that making such a film or re- 
cording for the purpose of selling 
a commercial service is making it 
for private, purposes. 

In practice, I do not think that 
any trouble is likely to arise, but 
in order to keep within the re- 
quirements of the law, I suggest 
that an arrangement should be 
reached between the ITA and the 
programme contractors on the 
one hand, and the monitoring 
organisations on the other, for the 
necessary permission to supply 
this service. It should be possible 
to arrange this at only a nominal 
fee. 

Your LEGAL CORRESPONDENT. 


Tech nica l—or 


industrial ? 


Sir,—I should like to take K. C. 
Matthews up on two points in his 
article “It's all part of the 
machinery now” (November 2). 

He suggests that advertising 
agencies were unwilling to give 
proper attention to technical 
accounts because there was not 
enough profit out of them. 

That would be a very poor atti- 
tude. I was handling industrial 
and technical accounts almost 
exclusively during the ’30s and the 
absence of the “easy money” to 
be found in some consumer 
accounts did not affect the service 
rendered by the agency I was 
then with. The same applies 
today. 

Secondly, the instances he 
quotes in which a merely clever 
idea can get over a_ technical 
story are for the main part not 
strictly technical advertising at 
all, but purely industrial. My 
agency uses humour and “bright- 
ness” but only where it can 
convey a concrete idea. 

C. W. TIMINGS 
Grosvenor Advertising Ltd., 
Birmingham 5 

(The theme of the series is 
Industrial Advertising although 
some advertising managers insist 
on using the term “technical” to 
cover the whole field—Eprror.) 
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Papers welcome 


sales tie-ups 


Sr—Anthony Gorman 
(November 9) and H. S. Peters, 
of Notley Advertising, Ltd., in 
his lecture at the Regent Club, 
have referred to the importance 
of agency influence on point-of- 
sale display and the value of its 
tie-in with press advertising. 

Agencies who have co-operated 
with us in schemes to exploit local 
press advertising at the point of 
sale already know that this com- 
bination can produce intelligent 
marketing at its best. 

We do not wish to stop work- 
ing when we have sold the space, 
and we are pleased to note that 
a growing number of agencies are 
becoming aware of the facilities 
which the local newspaper group 
can provide. 

JoHN NUTTALL, 

Group advertisement controller, 
East Midland Allied Press Ltd., 
Breams Buildings, E.C.4. 


e * 
University 
e ” 
fraining 

Sm,—I agree with your cor- 
respondent Edmund Barker (Octo- 
ber 26) on the need for common 
sense among account executives, 
but there is one other qualifica- 
tion for account executives 
which is becoming more and more 
prevalent—university training. 

In my own case I am debarred 
from future promotion in my 
present agency not because of my 
lack of ability (1 have been re- 
commended for promotion more 
than once), but because I lack an 
Oxford or Cambridge back- 
ground. 

Excellent as the young gradu- 
ates may be (and some are), surely 
there is also scope in advertising 
for promotion on merit. 

Non-GRADUATE 

(Name and address supplied.) 


@ More letters on page 56 


Ask for samples 
and prices 


LEWIS KNIGHT 
& COMPANY 


8 Chingford Mount Rd., 
London, E 4. 


LARkswood 2241/2. 


ee a a 
a Phong J 
EE iE y Mus - 24 4) e 
_— ee) wt 
| Por Wkp 
7 = 
| | a, 
a 
a 
| | a 
7 
Se _ 
Most of the —_ 
> . 7 : | 
secare| Ariel (Advertising Balloons 44 _ o 


NOVEMBER 16, 1956 


ADVERTISER'S WEEKLY 


Where 18 


<br - 7% Kasonge 


DO YOU KNOW? 


Here are two invaluable assistants for your 


THE GENERAL INDEX OF THE NEW 
MILHADO ADVERTISING ATLAS 


The general index of the new Milhado Advertising 
Atlas gives you the immediate answer as to the 
whereabouts, not only of Calma or Kasongo, but 
over four hundred other towns and cities in various 
parts of Europe, Asia, the Middle and Far East, 
where the Milhado Organisation represents Media. 
The Milhado Advertising Atlas also tells you the 
size and population of each town, and the 
population of the country in which it is situated. 
Briefly, this informative Atlas, just off the printing 
presses, giving you 3-colour up-to-date maps of 
the countries covered by the Milhado Organisation, 
will prove to be one of the most valuable assistants 
for those who deal with Export Advertising. 


THE MILHADO RATE LIST 


October issue, which has just come out, gives 
rates, circulation and readership of leading news- 
papers, weeklies, and trade papers in Austria, 
Belgian Congo, Belgium, Denmark, Dutch West 
Indies, Finland, France, French ‘North Africa, 
Germany, Greece, Holland, Iceland, Indonesia, 
Israel, Italy, Japan, Luxembourg, Norway, Portugal, 
Saar, Spain, Sweden, Switzerland and Yugoslavia, 
handled by the Milhado Organisation. 


Export advertising 


Albert Milhado & Co. Ltd. offer these two 
publications free of charge to space buyers of 


advertising agencies, and advertising managers 
dealing with foreign advertising. 


If you want these two valuable assistants in export 
advertising, send us the form underneath duly 
completed. 


To 


ALBERT MILHADO & CO. LTD., 
140 Cromwell Road, London, S.W.7 


Please send me free of charge a copy of The Milhado 
Advertising Atlas/The Milhado Rate List. 
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For a pedigree readership 


WOMAN’S JOURNAL provides advertisers with a 
unique mass medium for reaching the quality market: 
for it is the only magazine selling at 2/6d that has a 


circulation of more than a quarter of a million copies. 


Colour space 

is not unlimited, 
therefore advertisers 
are advised to 


book early. 


WOMAN'S JOURNAL 


A. W. Burnett Advertisement Director The Amalgamated Press Ltd The Fleetway House Farringdon Street E.C.4 Central 8080 
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CERTIFIED NET SALES 
(January—June 1956) 
254,331 
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MEDIA OWNERS 
REFUSE 
CANCELLATIONS 


Newspaper publishers and tele- 
vision programme contractors 
have invoked cancellation 
clauses to prevent the big oil 
companies withdrawing their 
advertising immediately. 

Following the Government's an- 
nouncement last week that 
there must be ‘a ten per cent 
reduction in consumption of 
petrol, the oil companies 
wanted to issue stop notices, 
but they were held to terms of 
contract—eight weeks’ notice 
for TV and 28 days for the 
national press. 

i. Vernon Nye, sales promotion 
and advertising manager, Shell- 
Mex and BP Ltd., said on 
Tuesday that he felt the media 
men “might have been more 
helpful” after he had issued in- 
structions to his advertising 
agents to suspend advertising. 


Will continue 


He added that the spaces would 
continue to appear until the 
cancellation notices take effect. 

Wholesale changes in copy, both 
for the press advertisements 
and for the TV spots, are now 
advising motorists on the most 
effective ways of economising 
on petrol. 

And, it is rumoured, some of the 
companies are considering 
using the spaces they are 
unable to cancel for appeals 


See Comment—page 16. 


such as the Lord Mayor of 
London's Hungarian Relief 
Fund. 

“After all,” said a spokesman of 
one company, “the space is of 
little use to us now.” 

Bernard Alton, Newspaper Pro- 
prietors’ Association secretary, 
said: “The matter was dealt 
with by the joint committee on 
agency recognition.” The 28- 
day cancellation clause was 
only one of the contract con- 
@ Continued in Stop Press 


ford Ltd. 


Agencies planning schemes to 


7 2 = 9 
‘project Britain 
‘ADVERTISING COUNCIL’ LATEST MOVE 
ee leading advertising agencies are now preparing 


On Tuesday, Leslie Room, director- 
general of the Advertising Associa- 
tion, went to Buckingham Palace to 
receive the OBE hé was awarded in 
the Birthday Honours List for poli- 
tical services in Hampstead. Here 
he shows his award to his wife, 
Erika, and his son, G. A. Room. 


Ian Harvey's post 
ys p 


Ian Harvey, MP, the new 
Parliamentary Secretary to the 
Ministry of Supply, has resigned 
his directorship of W. S. Craw- 
_ (Story—page 6.) 


schemes to “ project Britain.” 


It is understood that they 


include London Press Exchange Ltd. and Notley Advertising 


Ltd. 

This development follows the 
recent announcement that an ad 
hoc committee, headed by Lord 
Luke and supported by Lt. Col. 
Alan Wilkinson and Clifford 
Harrison, is “exploring the de- 
sirability of bringing into being 
an advertising organisation to 
operate on a voluntary and non- 
political basis in the service of 
the country.” 

The schemes are expected to be 
ready for consideration by the 
committee when Lord Luke re- 
turns from Australia next month. 

Britain to Britain 

One suggestion is understood 
to be that the first step should be 
to project Britain to Britain. 
Examples such as the Calder Hall 
atomic power development and 
the country’s speed records might 
be used in institutional-style ad- 
vertising. 

Then the campaign could be 
developed to tell Britain’s story 
overseas. 

Big industry might be asked to 
finance these campaigns. The 
Federation of British Industries 
has been mentioned as a possible 
subscriber. 


; . OTHER NEWS 

i @ “Ad reps don’t need 4 
Diplomas”’ . . P- 

1 @ New official journal 5 

! for Luxembourg soon P- 

I @ Disagreement over 6 

| TVaudiences... P- 

@ “It’s so easy to 
4 _ mute up 2 ad rates” <2 ... PT 


Lord Luke is AA 
president again 


Lord Luke, chairman of 
Bovril Ltd., has again been 
nominated as president of the Ad- 
vertising Association. 

At the AA’s annual meeting on 
Wednesday he will be re-elected 
unopposed for a second year in 


e. 

Lord Luke will not be present. 
He is in Australia and will return 
next month. 

At the annual dinner in the 
evening at Grosvenor House 
Lord Mackintosh will preside in 
his place, and during the evening 
will present the Mackintosh 
Medal to Andrew Milne 


CGOCMGE ADVERTISING 


promotes the sales of 
F. A. Neat Gas Fires and Cooking Rings 
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Ad reps need Diploma? NO, says the Pub 


Club of London 


JOINT TRAINING COURSE IN MEDIA 
SALESMANSHIP IS SUGGESTED 


The Publicity Club of London does not believe that “the 
Advertising Association Diploma is now highly desirable fer 
advertisement representatives.” On the contrary, it voted 
heavily against this proposition on Monday. 


AD SPOTS ON 
ITALIAN TV 


The media department of CPV 
Italiana of Milan reports that the 
Italian television network will 
start transmitting advertising 
early in the new year. 

The advertising will be limited 
to a ten-minute period from 8.50 
to 9 p.m., between the evening 
news announcements and _ the 
main programme of the evening. 

This time will be divided 
between four advertisers each 
evening. Straight commercials of 
15 seconds per advertiser are per- 
mitted, and the remainder of each 
advertiser's time will be taken up 
with an entertaining “sketch.” 


‘Newspapers must pay’ 


In a talk on “Newspapers” to 
the Dundee Rotary Club Tom 
Leslie, general manager of D. C. 
Thomson & Co., Ltd., said that 
the first essential in a newspaper 
was “its ability to pay its way.” 


A “still” from the opening scene of 
the Rank Organisation's film “Up 
in the World,” which stars Norman 
Wisdom. It will be released in 
December in Great Britain and 
will be seen throughout the world. 
It shows Norman Wisdom _bill- 
— a poster for the cosmetic 
jouse, Dorothy Gray. The poster 
measures approximately 50 ft. by 
30 ft. It is the result of collabora- 
tion between J. Arthur Rank Film 
Distributors publicity department 

the public relations department 
of the First International Agency. 


In a debate, presided over by 
Leslie Room, director-general of 
the AA, William C. Thielé, 
advertising manager of Yardley 
Ltd., and past chairman of the 
AA education committee, con- 
tended that, in these days of in- 
creasing competition, the adver- 
tisement representative must be 
fully equipped. 


Essential knowledge 


“Glib talk and facile argu- 
ment” were no use today. He 
must be able to talk about such 
matters as readership surveys, 
circulation analyses, national and 
regional economic trends, and to 
meet space buyers, account 
executives and advertising 
managers on their own ground 
and talk to them in their own 
language. 

Opposing, John Rosswick, ad- 
vertisement director, “Daily 
Herald,” said that what the 
representatives needed were such 
qualities as courage, infinite 
patience, good.health and a good 


presence. 

He would like him to have a 
good degree in economics and the 
ability to express himself in good 
English. 

It was important that he should 
read two or three good trade 
Papers each week, and it would 
be a good thing for him to spend 
six months behind the counter in 
a store. He should also be a 
member of a publicity club and 
learn to be a good speaker. 


Sales instruction wanted 


John Verrinder, advertisement 
manager of Punch and chairman 
of the AA education committee, 
supported Mr. Thielé. “The 
question is, do we believe in 
training for advertising?” he said. 
“If we do, it is as desirable for 
the advertisement representative 
as for the agency men or adver- 
tising manager.” 

Mr. Rosswick’s supporter was 
Ivan Luckin, European _repre- 
sentative of Fairchild Publica- 
tions, of New York. He said 
that salesmanship was the whole 
business of the representative's 
life, and the Diploma syllabus 
omitted all instruction in the art 
and technique of salesmanship. 

He thought the AA should get 
together with the Newspaper 
Society, the Newspaper Pro- 
prietors’ Association, and the 
Periodical Proprietors’ Associa- 
tion, and, devise a course for 
training young advertisement 
representatives in media sales- 
manship. 
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Claude E. Wallis (left), chairman 
and managing director, Associated 
lliffe Press Lid., presents a cheque 
for 100 guineas to G. J. Hawkins, 
of Marsh Lane, Erdington, Bir- 
mingham, winner of the national 
competition for the best do 
for a poster to advertise the 1957 
British Plastics Exhibition, organ- 
ised by “British Plastics.” 

Mr. Hawkins is a regular entrant 
in poster competitions. In 1945, 
he won first prize in the RAF 
“Careless Talk” campaign; and in 
1948 submitted to the World 
Competition organised by United 
Nations a design which was rated 
one of the three best from Great 
Britain. 

He trained at the Birmingham 
College of Art, has always been 
interested in poster design, and 
much admires the work of such 
masters as McKnight Kauffer, 
Cassandre, and Carlu. He entered 
his first art studio in 1938 
(Adcraft Ltd.); was with Maurice 
Parker, advertising consultants, 
from 1947-49, and started his own 
business (GH Studios, Birming- 
ham) in 1953. 


Service bureau 
for British 
exhibitors 


New services’ next year for 
British advertisers at the Copen- 
hagen International Fair have 
been announced by the Auger & 
Turner Group Ltd., agents in the 
UK for the Fair. 

For the first time, arrangements 
are being made for a collective 
British section at the Fair— 
described as “the only exhibition 
of its kind held in Denmark.” 

The section will include an 
enquiry bureau, manned by a 
staff fully experienced in overseas 
fairs. 

Details of all enquiries will be 
cabled to the exhibitor imme 
diately, and every other day 
letters on general progress and 
enquiries received will go out to 
all manufacturers whose interests 
are watched by the bureau. 

The service will be available 
for manufacturers who do not 
wish to maintain full personnel at 
the Fair. 

The Copenhagen International 
Fair is divided into two sections, 
the Technical Fair from March 5 
to 13, and the Commercial Fair 
from March 23 to 31. 
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76,000 posters 
in second 
OSBI survey 


The Institute of Practitioners in 
Advertising is bringing to the 
notice of its members the poster 
survey facilities offered by the 
Bartlett brothers’ organisation, 
OSBI (Outdoor Survey Bureau of 
Information). 

The Incorporated Society of 
British Advertisers has already 
done so through its News Sheet. 
A committee of the British and 
London Poster Advertising Asso- 
ciations are now considering the 
pros and cons of the service. 


*Not endorsements ’ 


All these organisations stress 
that this must not be taken as 
implying that they necessarily 
endorse OSBI. 

A second survey has now been 
issued by OSBI. It reports on 
the poster coverage of Greater 


London, Birmingham, Man- 
chester, Sheffield, Doncaster, 
Tyneside, Bristol, Cardiff, and 


Newport, and deals with some 
76,000 posters. 

It states that over 50 per cent 
of the posters are taken up by 
seven product groups: beers, 
biscuits, chocolates, cigarettes, 
flour, soap, and sweets. Over 200 
other products are recorded, apart 
from miscellaneous subjects such 
as entertainments and _ local 
events. 

Directors of OSBI are J. K. 
Bartlett (chairman), D. Bartlett. 
and J. de Kerdrel. 


Ads help to keep 
up milk sales 


Milk consumption during the 
past 12 months has been 2.4 per 
cent less than it was five years 
ago owing to the price increase 
of one-third. But, says the agri- 
cultural correspondent of The 
Times, consumption of milk 
would have fallen off even more 
were it not for the milk publi- 
city campaign, run jointly by the 
producers’ board and the distri- 
bators. 


es 4 EE , 
Bg xs. ieee 

_ —n 

/ 
= a re -  — ae ; —_ 


NOVEMBER 16, 1956 


New official journal to be n 


Luxembourg 


LINK WITH ‘208’ ENDS ON JANUARY lI: 
‘EXISTING’ PUBLICATION WILL TAKE OVER 
Radio Luxembourg are now negotiating with two major 


periodical publishing houses for an existing journal to become 
“the official publication for printing the station’s commercial 


programmes in full.” 

G. C. Cave, general manager, 
Radio Luxembourg (London) 
Ltd., in a statement to ADVER- 
TISER’S WEEKLY, killed the per- 


sistent rumour that TV Times 
would carry the programmes. 
Negotiations with Associated 


Newspapers Ltd. had not come 
to fruition, he said. 

Radio Luxembourg issued a 
statement on Tuesday “for the 
information of advertisers and 
advertising agencies coricerning 
rumours that Radio Luxembourg 
_is negotiating with certain major 
publishing groups with the object 
of a large circulation periodical 
becoming the official publication 
for printing Radio Luxembourg 
programmes in full.” 

The statement continued: 
“During the course of this year 
certain proposals have been put 
forward by periodical publishing 
groups in this country. Tentative 
discussions have taken place and 
possibilities are still being ex- 
plored. 

“At present no definite decision 
has been reached and no an- 
nouncement may be expected for 
several weeks. It is proposed, 
however, to proceed with a 
scheme whereby an established 
publication wyll become the 
official periodical for full Radio 
Luxembourg programme material 


Wanted: an account 


An anonymous agency offered 
30 yedrs’ experience in marketing 
shirts to any shirt manufacturer 
requiring an advertising agency 
in a full-page advertisement in 
several drapery trade press 
journals last week. “For the last 
30 years,” said the ad, “our com- 
pany has been involved in 
marketing somebody else's shirts. 
Now we are free to offer you the 
benefits of this experience in 
home and export markets.” 


12,000 TV entries 

On Saturday, November 3, 
during Associated TeleVision 
Ltd.'s Saturday Children’s Hour, 
a competition was held, in which 
children were asked to write in 
and identify errors in a particular 
scene. By the following Tuesday, 
say ATV, more than 12,000 
entries had been received—-a 


record response from any com- 
mercial TV programme. A total 
of 100 prizes of jig-saw les, 
worth about Is. 9d. pat were 
offered. 


and editorial, and it is hoped to 
put such an agreement into action 
by January 1.” 

From January 1, the statement 
continued, 208 Magazine would 
no longer be regarded as the 
official publication for pro- 
grammes, and all association with 
the magazine would be severed 
by Radio Luxembourg from that 
date. 

At no time had the station had 
any financial interest, direct or 
indirect, in 208 Magazine, and 
only an ad hoc arrangement had 
existed between the magazine and 
the station. 


Papers unuffected 


“It is now felt that a weekly 
publication backed by the re 
sources of a publishing group can 
best serve Radio Luxembourg and 
its clients. Any agreement reached 
will not affect the station's rela- 
tionship with the daily and weekly 
newspapers and publications with 
which Radio Luxembourg has any 
arrangement,” the statement con- 
cluded. 

Charles Graves, editor of 208 
Magazine, reiterated the claim 
published in ADVERTISER'S 
WEEKLY last week that “the 
Radio Luxembourg programmes 
will remain a regular feature, 
although they will be presented 
differently.” 

He said that the sponsors of 
the programmes had _ indicated 
their willingness to continue to 


ADVERTISER'S WEEKLY 


amed by Radio 


‘A.W.’ Christmas Number 


Record entry for 
competitions 


There have been more than 
80 entries for the “Advertiser's 


Winning cartoons, copy and 
odd ads (made by mixing copy 
from one with illustrations 
from another) will be pub- 
lished in our Annual Christ- 
mas Number on December 14. 

The theme this year is 
“The Credit Squeeze” and 
there will be all the traditional 
fun and games in addition to 
the competitions. 


New agency books 
TV spots 


T. C. Wilde & Son, manufac- 
turers of Royal Albert China, 
have started advertising for the 
first time with two-minute TV 
spots, which are now appearing 
in the Midlands and in London. 
Handling the account is John 
Westwood Ltd, a new agency 
which started operating last June. 

Previously the director, Mr. 
Westwood, was with Pictorial 
Publicity Ltd. 

Chairman of the new company 
is A. E. Challis and the accoun- 
tant is L. C. J. Brown. 


AP dividend 


At a meeting of the board of 
the Amalgamated Press Ltd. an 
interim dividend was declared on 
the 10s. Ordinary and “A” Ordi- 
nary Shares of the Company of 
7 per cent actual, less income tax 
at 8s. 6d. in the £, in respect of 
the year ending February 28, 


1957. 


With aluminium as the theme of last Fridays Lord Mayor's Show, one 


float was devoted to the use of aluminium foil for packaging. 


he float 


was designed by Ronald Dickens. The foils used for decorating the float 
were printed in a variety of colours and were supplied by Venesta Ltd. in 


flat sheets 24 in. square. 


These sheets were gum-backed to paper for 


additional strength. Besides foil for the packaging float, Venesta o. yew 
float. 


collapsible tubes and milk-capping strip for the “Clean Food"’ f 
foil for the hair of the mermaids on the “Aluminium at Sea 


Price revision 


by evenings 
‘rapidly 
approaching’ 


The take-over of the Birming- 
ham Gazette and Despatch Ltd., 
by the Birmingham Post and 
Mail Ltd., and the threat of rising 
costs, were referred to by Lord 
lliffe, chairman of the Post and 
Mail at the company’s annual 
—s at Birmingham on Mon- 

ay. 

He said that it was always sad 
to see a long-established news- 
paper lose its separate identity, 
but in the words of R. P. T. 
Gibson, chairman of the Gazette 
and Despatch company, 
“economic conditions have 
become particularly difficult for 
the provincial morning newspaper 
which has had t6 bear the highest 
range of increased costs.” 


‘More advantageous’ 


Lord Iliffe said that first 
experiences had indicated that 
the merging of the two morning 
newspapers would prove more 
advantageous than “we dared to 
hope.” 

Many evening papers through- 
out the country had increased 
selling prices to 24d. and 3d. 

“This is a course we have 
endeavoured to avoid, but it 
looks as though the day is rapidly 
coming nearer when some re- 
vision of our selling prices will 
have to be considered. 

“I am afraid the high price of 
paper will remain with us for 
some time, but surely competition 
among the newsprint mills and 
improved methods of manu- 
facture will rectify that to some 
extent in future years,” he said. 

Of the company’s interest in 
commercial television, Lord Iliffe 
said: “The contractors have 
certainly had their teething 
troubles, but we understand that 
they are at the present time ‘out 
of the red’ and there seems to be 
considerable evidence that this 
new advertising medium has a 
successful future, in particular 
when allied to advertising in the 
press.” 

Too much success 

Embarrassed by the success of 
their Davenport beer campaign 
with Associated TeleVision Ltd. 
in the Midlands, Davenports’ 
CB Ltd. will devote a two-minute 
participation in “About Homes 
and Gardefs” on November 30 to 
explain to viewers that due to the 
increase in trade and the extra 
orders that are required by cus- 
tomers at Christmas, they defin- 
itely do sot want Christmas 
orders from people who are not 
regular customers, 
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Disagreement on first 


Emley Moor audience 


MYSTERY OF THE MISSING 80,000 SETS 


The A. C. Nielsen Co. Ltd. and Television Audience 
Measurement Ltd. differed by a substantial margin in their 
estimates of viewers watching the opening night of commercial 
television from the Emley Moor transmitter in Yorkshire last 


‘Long life’ of 
TV spots 


After the Coffee Publicity Asso- 
ciation, through their agents 
Saward, Baker & Co., had taken 
part in “What's In Store,” ABC 
Television Ltd.’s live advertising 
magazine, on October 28 they 
received 5,558 replies in five days 
to their offer of a free plastic 
coffee measure. Another adver- 
tiser, Mazda, received over 1,000 
applications for their booklet 
“Lighting to Measure” from the 
same programme. 

“Replies to ‘What's In Store’ 
have convinced many advertisers 
that TV advertising has a longer 
life than was generally expected,” 
say ABC TV. “Large numbers 
of letters from viewers have been 
received weeks after an edition 
of ‘What's In Store’ was 
screened.” 


Gift to Hungary 


National Trade Press Ltd. will 
give to the Lord Mayor's Hun- 
garian Relief Fund 50 per cent of 
the gate receipts from the Parade 
of Fashion and Beauty, which 
opens at the Royal Albert Hall 
tomorrow (Saturday) for a week. 


‘PR in industry’ talk 


A talk on public relations in 
industry was given by Maurice 
Buckmaster, president of the In- 
stitute of Public Relations, to the 
Advanced Course arranged by the 
Metropolitan Police Office at 
Tring on Wednesday. 


For the Christmas trade Philips 
Electrical Ltd. have fitted out every 
Philishave pack with a _ special 
wrapper, designed to present the pro- 
duct as the ideal gift. Printed in red, 
pink, black and white, the wrapper 
design incorporates a Father Christ- 
mas using the razor. An appropriate 
message is carried and there are 
spaces for the donor's and recipient's 
names. 


Saturday week, November 3. 


As reported last week, TAM 
estimated that 185,000 homes in 
the Yorkshire area were able to 
receive transmissions from Emley 
Moor, and of these some 98 per 
cent were switched to commercial 
television at some time during the 
evening. 

But Nielsens state although 
290,000 households had facilities 
for receiving commercial TV 
transmissions, only 104,000 
proved that they were able to 
receive Emley Moor by actually 
doing so. 

A Nielsen statement last week 
said: 

“A survey conducted over the 
first few days of the Emley Moor 
transmissions showed that of 
290,000 households which it was 
estimated had ITV facilities on 
November 3, a little over one- 
third were able to view the first 
programme. 


‘Unable to view’ 

“Experience in previous areas 
has indicated, however, that 
households which have antici- 
pated viewing with the facilities 
they already possessed, influence 
the rate of growth immediately 
following the opening of an area 
when, for one reason or another, 
they find that in practice, they 
have been unable to view the pro- 
gramme. 

“In the case of Yorkshire, there 
are 190,000 households who can 
be presumed to be in this posi- 
tion.” 

A Nielsen spokesman added 
that it was possible that a number 
of sets were unable to receive 
Emley Moor because their aerials 
were turned towards Birmingham 
or Manchester, or because they 
were not yet equipped with a 
Channel 10 tuning strip. 

Some households were not 
equipped with aerials at all, and 
other homes were badly located 
for reception. 

“We are very sure our figures 
are right,” he said. “A _ very 
careful investigation was made by 
a team of full-time investigators.” 


In aid of NABS... 


The Fleet Street Players will. 


present “The Diary of a 
Scoundrel,” a comedy in three 
acts, translated by Rodney Ack- 
land, at the Scala Theatre, on 
Monday and Tuesday, December 
3 and 4. Proceeds will go to the 
National Advertising Benevolent 
Society. C. Thielé is the 
box-office manager. Tickets are 
216. 15¢., Be. "re: GE, Sx and 
2s. 6d. 


The December 6 issue will be the 
Christmas Number of “Country 
Life.’ It will be specially enlarged, 
and will have this full-colour cover, 
reproduced from a_ painting by 
Lionel Edwards. The publishers, 
George Newnes Ltd., state that the 
issue is already “heavily booked” 
by advertisers. 


‘More TV impact 
in Scotland’ 


There was every reason to 
expect that eventually television 
would have greater impact in 
Scotland than in America, Roy 
H. Thomson, chairman of the 
Scotsman Publications Ltd. and 
of the newly-formed Scottish 
Television Ltd., told a luncheon 
meeting in Glasgow last week. 

This was because the higher 
standard of living in America 
meant more amenities which 
competed for a viewer's time than 
was likely to be the case in Scot- 
land for a long time to come. 

Comparing TV in the two 
countries, Mr. Thomson said that 
over 80 per cent of the homes in 
the US had television sets as 
against 25 per cent in Scotland. 
But it was not too optimistic to 
predict that in the next three or 
four years the television coverage 
of Scottish homes would increase 
to about 50 per cent. 


Store boss on TV 


James Beattie, managing direc- 
tor of Beattie’s Store in Wolver- 
hampton, has bought time in the 
TV ad magazine, “Homes ‘and 
Gardens,” today (Friday) and 
next Friday, to tell viewers of the 
policy of his store. 
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GOVERNMENT 
POST FOR 


Ian Harvey, MP, has resigned 
his directorship of W. S. Craw- 
ford Ltd., as he has been pro 
moted from the Government 
back benches to become Parlia- 
mentary Secretary to the Ministry 
of Supply. 

Mr. Harvey, who is Conserva- 
tive member for Harrow East, is 
42 years old. He has achieved dis 
tinction in many fields. Educated 
at Fettes College, Edinburgh, he 
won a History Exhibition and 
Kitchener Scholarship to Christ 
Church, Oxford, becoming presi- 
dent of the 
Oxford 
Union, and 
also of the 
Oxford 
University 
Conservative 
Association 
and the Ox- 
ford Carlton 
Club, 

During the 
war he was 
appointed to 
the general 
staff of Gen. 
Sir Frederick 
Pile at HQ 
AA Command; went to Staff 
College, where he qualified ; be 
came brigade major of an AA 
Brigade in the 2nd Army; and 
ended the war in Hamburg, after 
taking part in the crossing of the 
Maas, the Rhine, and the Elbe. 
At the beginning of 1947 he was 
appointed to command one of 
the new Territorial Regiments. 

He received the TD in 1949. 

After the war he returned to 
advertising with Mather & Crow- 
ther Ltd., and at the end of 1945 
moved to Crawford’s, of which he 
was made a director in 1949, 

Mr. Harvey is the author of 
two advertising books, Talk of 
Propaganda and Technique of 
Persuasion, and also of Arms and 
Tomorrow ; and is a_ regular 
contributor to military publi- 
cations. 

During his Parliamentary career 
he took part in the debate with 
a view to preventing the institution 
of compulsory Press Council. 

He is the brother-in-law of 
Christopher Mayhew, the Socialist 
MP 


lan Harvey 


(See Mainly Personal, page 74). 


37 students on IPA week-end course 


A course for registered students 
of the Institute of Practitioners 
in Advertising studying for the 
Advertising Joint Intermediate 
Examination or the Associate 
Membership Intermediate Ex- 
amination was hela at 44 
Belgrave Square on Saturday and 
Sunday. A total of 37 students 
attended the course, which 
covered a number of aspects of 
Mechanical Production and 
Media. 

Some students came from as 


far afield as 
Colwyn Bay. 

R. W. King, Greenlys Ltd., was 
the chairman of the directing staff 
of the course. He was assisted 
by A. D. Farish, Greenlys Ltd.. 
L. V. Matthews, W. S, Crawford 
Ltd., and L. Siggins, Notley 
Advertising Ltd. 

H. J. Peters, Notley Adver- 
tising Ltd., who was unable to 
join the directing staff because of 
illness, helped to prepare the 
material for the course. 


Edinburgh and 
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Smoking: New | 
call for campaign 


The Medical Practitioners’ 
Union wants the Government 
to launch a national publicity 
campaign to warn people 
generally, and particularly the 
young, of the danger to health 
of smoking. 

In a statement at the week- 
end the Union recalled that a 
resolution along similar lines 
at the recent Trades Union 
Congress was dropped on the 
grounds that there had been 
insufficient evidence to war- 
rant such a step. And it 
claimed that new research had 
provided the requ:red evidence. 


50,000 COPIES 
OF ‘NEW 
SCIENTIST’ 


Maxwell Raison wil! launch his 
New Scientist next Thursday. 

This is the weekly, priced Is., 
which Percy Cudlipp is to edit. 
Written in non-technical lan- 
guage, it is designed for the 
intelligent and informed general 
reader. 

The J. Walter Thompson Co., 
Ltd., are handling the launching 
campaign, using spaces in most 
of the national! dailies, in trade 
papers, and some magazines. 

The new journal's advertise- 
ment rate is £130 per page single 
insertion, First issue will have 
68 pages and the print order is 
for 50,000. 


IT’S SO EASY TO PUT 
UP AD RATES’ 


ISMA chairman on rising costs 


The question of whether journals took the same care in 
streamlining their organisations and keeping down overheads 
and costs as was taken in most manufacturing and retail 
businesses was raised last week by Esmond C. Lee, director 
and general manager of Arthur Sanderson & Sons Ltd., at the 
annual meeting of the Incorporated Sales Managers’ Associa- 


tion, of which he is national chairman. 


“It is so easy to tell the adver- 
tising agents that cost of paper 
and labour make it necessary to 
increase the cost per page, and I 
am afraid that a lot of us have 
become so used to prices going 
against us that we do no more 
than shrug our shoulders and 
accept it as an inescapable fact. 

“The advertising agent may 
protest on his client’s behalf, but 
what can he do about it? It is 
not so much his concern ; he has 
plenty to do to provide a stream 
of ideas to meet his client's 
wishes, and right well he is doing 
it today. 

“In my view the quality of 
advertising in this country is 
equal, if not superior, to anything 
else in the world—not excluding 
the USA.” 

Mr. Lee succeeded George 
LaNiece as national chairman of 
the Association. 

Lord Woolton succeeded 
Lord Luke as president. Vice- 
chairmen are: O. Bertoya, man- 
aging director, Renold Chains 
Ltd.; Col. J. Neilson Lapraik, 
managing director, Book Centre 
Ltd. ; and Arnold Lucas, director, 
Smith & Nephew Ltd. 


T. P. Gallagher (right), account executive, O’Keeffe’s Ltd., Dublin, with 
Senator E. A. Maguire (centre) and J. McMenamin, director of Medici Ltd., 
at a press reception to introduce Medici’s no-iron shirts in Dublin. 


Makers ‘cannot 


cut out ads’ 


Leslie Price, a member of the 
Publicity Club of Leicester, when 
speaking on “Advertising and the 
Retailer” to the Market Har- 
borough Chamber of Trade, as 
part of the Advertising Associa- 
tion’s PR campaign, said that 
manufacturers could not cut out 
advertising and rely on retailers 
to “push the product.” 

If this were done, he said. both 
the manufacturer and the house- 
wife would lose the benefits of a 
mass market. 


He said: 


Schwerin tests 
of cinema ad 


effectiveness 


The Schwerin Research Co., of 
New York, is to inaugurate re- 
search into the effectiveness of 
British cinema and commercial 
TV advertising, it is announced 
by Eric Boden, managing direc- 
tor, who is at present in this 
country. 

Weekly comparisons of the 
product preferences of commer- 
cial TV viewers and non-viewers 
will also be issued. 

Mr. Boden has returned to 
London from a five-week visit to 
the Schwerin head office in New 
York. 

Together with Horace 
Schwerin, founder and president 
of the parent organisation, he 
visited a number of Schwerin’s 
clients and showed them examples 
of British TV research findings. _ 

When he returned to London, 
Mr. Boden announced details of 
a current Schwerin international 
expansion programme. Early in 
1957 additional test theatres will 
be opened in New York, San 
Francisco, and a midwestern 
American city. 

Plans are also under way for 
opening Schwerin offices in 
Mexico City. 

In December, Mary Brown, 
Schwerin client relations manager 
in London, will be transferred to 
Schwerin’s Canadian headquarters 
in Toronto. Sarah Bixbv Defty, 
formerly with the CBS  pro- 
gramme analysis division in New 
York. has been anvointed to 
handle Schwerin’s British opera- 
tions. 


TV film ‘strip in annual report 


A film strip—and a magnifying 
glass to see it by—is among the 
latest “gimmicks” to be included 
in a company report. 

It was thought up by H. F. 
Gillard, publicity manager of 
Kelsey Industries Ltd., parent 
company of Gumption Ltd. 

Fixed to the semic-stiff inside 
back cover of Kelsey's annual 
report, the film strip, which is 
pulled through a narrow sleeve 
and looked at through a “win- 
dow.” includes frames from an 
Associated TeleVision Ltd. com- 


mercial that has been seen in 
London. the Midlands. and the 
North since March and has been 
responsible for “considerable 
increases” in Gumption sales, It 
shows Gumption being used in 
the home for a variety of pur- 
poses. 

Underneath the “window” are 
the words “Shareholders always 
use a little Gumption,” and the 
handle of the magnifying glass 
also carries the words “Use a 
little Gumption.” 
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Feature of this new pack designed 
for Manuel's Frosted Foods Ltd. by 
Richard Lonsdale Hands & Asso- 
ciates Ltd., is the initial letter of 
the brand-name, which forms a 
symbol superimposed on natural- 
coloured reproductions of the con- 
tents. The colour-printed overwrap 
of waxed paper was supplied by 
Bemrose & Son Ltd. 


‘ started with 
£20" says 
C. E. McConnell 


McConnell’s Advertising Ser- 
vice Ltd. celebrated its 40th anni- 
versary in Dublin last Friday 
night with an informal party for 
the press and staff. 

During the party, C. E. McCon- 
nell, the founder and chairman, 
presented to the secretary, W. J. 
Martin, savings certificates for 
each of the company’s 120 em- 
ployees. The value of the certi- 
ficates varied with the length of 
service of the employee. 

Mr. McConnell said that the 
McConnell organisation today 
consisted of three separate com- 
panies with offices in six cities— 
Dublin, Belfast, London, Derby, 
Colwyn Bay and Newcastle-on- 
Tyne. 


Two-roomed_ office 


He recalled that he started his 
organisation in 1916 with Leo 
Blennerhasset, now London 
manager of Independent News- 
papers Ltd. Their first office was 
in two rooms in St. Andrew 
Street, Dublin. In 1918 they were 
joined by Denis Swords from the 
old Freeman's Journal. 

“The little company that was 
started in 1916 on a shoestring— 
well, it was little more than a 
shoestring; I had about £20— 
went from success to success,” 
Mr. McConnell said in thanking 
those who contributed to its 
growth. 

Mr. McConnell paid a special 
tribute to F. G. Hamley, who had 
served the organisation for 31 
years. 

Among those who also spoke 
were J. C. McConnell, managing 
director of the Irish company, 
and son of the founder: Melville 
Miller. advertisement manager of 
the /rish Times, and W. G. King, 
advertisement manager of the 
Trish Independent, 
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M. F. Bill B. Zonena 


New committee 
appointments 
by ISBA 


The following have been ap- 
pointed to various committees of 
the Incorporated Society of British 
Advertisers: to the executive com- 
mittee—A. Q. Tollit (ICI); to the 
public relations advisory committee 
—John Hall (English Electric Co. 
Ltd.), V. J. A. Lillie-Costello (Shell- 
Mex & BP Ltd.), and Martin Stevens 
(J. Arthur Rank Organisation Ltd.) ; 
and to the radio and TV committee 
—A. N. Greaves (Black & Decker 
Ltd.), G. Vernon Nye (Shell-Mex & 
BP Ltd.), H. M. Robinson (Ind 
Coope & Allsop Ltd.), and C. L. 
Smith (Dunlop Rubber Co., Ltd). 


7 * * 


mald Wynne, production ad- 
ministrator for Rank Screen Services 
Ltd., has left to join his brother, 
Derrick, both of whom are directors 
of Wynne Films Productions Ltd. 
Len Boxshall, in addition to his 
present duties, will undertake those 
previously done by Mr. Wynne 
under the title of studio controller. 
John Devis, in the capacity of pro- 
duction supervisor, will be respon- 
sible to Mr. Boxshall for the floor 
running of the studio. 

* * * 

ABC Television Ltd.'s managing 
director Howard Thomas sails for 
New York today (Friday). He will 
spend a month in the United States, 
visiting the television and television- 
film studios in Hollywood as well 
as in New York. 


* * * 


Miss Kathleen M. Dibley has been 
appointed press relations officer for 
Whiteleys Ltd. 


Kestos PRO 


Daphne Alexander has been ap- 
pointed press and public rela- 
tions officer with Kestos Ltd. For 
the last three years she has been at 
the J. Walter Thompson Co. Ltd., 
as assistant to PR executive Hugh 
Mackay. 

* * * 


Stuart Chant, of Galitzine and 
Partners Ltd., has been appointed 
public relations officer for the five- 
day Conference of Members of 
Parliament from __ the NATO 
countries, which opens on Monday 
at NATO in the Palais de Chaillot, 
Paris. 

a * 


Miss Frances Byrne has taken 
charge of the public relations 
department in McConnell’s Adver- 
tising Service, Dublin, in succession 
to Miss Mildred Collins (Mrs. 
Conor O’Brien), who has retired. 


[News About| 


ews About 


Bruce Coward has been appointed 
space buyer with Lucien Adver- 
tising. He was formerly advertising 
manager of publishers Herbert 
Jenkins Ltd. ‘ 

* *« . 

William Clark, who became the 
Prime Minister’s adviser on public 
relations on October 1, 1955, has 
relinquished this appointment. His 
duties are being carried on by Alfred 
Richardson, who, throughout Mr. 
Clark's period of office, has been 
his deputy. 

* * * 

Richard Lascelles Elley (Surrey) 
has been appointed public relations 
officer for Western Command. He 
succeeds Major James Borthwick, 
who has taken a public relations 
appointment in South Africa. For 
the past 10 years Mr. Elley has been 
a feature writer on the staff of 
Soldier. 


Creative chief at 


Baron Moss 


A new addition to their staff 
has been announced by Baron 
Moss Advertising Ltd. Benson 
Zonena has joined the agency from 
Legget Nicholson and Partners Ltd. 
and takes over the new position of 
creative director. He will be 
responsible for the development of 
the visual side of all the agency's 
creative work. 

* * *x 

Nan van den Hoek is acting as 
organising ‘consultant on _ the 
“Woman Beautiful” section of the 
Festival of Women, which will be 
organised by Fairs & Festivals Ltd. 
at Wembley next year. Mrs. van 
den Hoek joined Newnes, Pearson 
in 1934. and went to the Amalga- 
mated Press in 1951, joining Woman 
and Beauty. More recently she took 
over as beauty editor of Woman's 
Journal. 

* *x 


New works manager at Perivan 
Group Ltd., Southend printers, is 
Laurence F. Bagnall, who was 
formerly with the works manage- 
ment team of Keliher, Hudson and 
Kearns Ltd. Mr. Bagnall has spent 
a period in printing management at 
Kemsley Newspapers. 

* * . 


Dr. H. J. van Eck, chairman of 
the Industrial Development Cor- 
poration of South Africa Ltd. and 
of other industrial undertakings, has 
become the Society of Industrial 
Artists of South Africa's patron. 


K. G. White 


Panton art 
director 


After four years as studio man- 
ager at Howard Panton Ltd., D. P. 
Cooke has been appointed art direc- 
tor. Mr. Cooke came into advertis- 
ing yia St. Martins Advertising Ltd. 
and Bolt Court. He was with Lintas 
Ltd. for some years, and with the 
publicity department of Gestetner 
Ltd. 


* * * 

Barry H. Potter, son of F. 
Howard Potter, has joined the pro- 
duction department of Fredk. E. 
Potter Ltd. Since serving with the 
Forces he has had editorial experi- 
ence with Hulton Press and Benn 
Bros. Ltd., and has also had prac- 
tical selling experience. 

7 o - 

Gordon Dean has been appointed 
publicity officer of Prince-Smith & 
Stells Ltd. He was formerly with 
Falcon Studios Ltd., Leeds. 

* * 


In the United States, Eldridge 
Peterson has been appointed pub- 
lisher of Printers’ Ink in succession 
to Robert E. Kenyon, who has been 
elected president of the Magazine 
Publishers’ Association. For the 
present Mr. Peterson will also con- 
tinue as editor, a post he has held 
for 10 years. 


Sales executive 


Baron Studios have appointed, as 
commercial sales executive. L. R. 
Cooper, advertisement manager of 
Woman & Shopping. The studios 
are to extend their commercial con- 
nection. Mr. Cooper was for five 
years with C. D. Clayton Advertis- 
ing Ltd., five years sales director of 
John Bale & Sons Ltd.. and after 
war service with the RAF was an 
account executive with Masius & 
Fergusson Ltd. before joining 
Woman & Shopping five years ago. 
Mr. Cooper will remain advertise- 
ment manager of Woman & 
Shopping. 

a. 7 + 

The British Association of Indus- 
trial Editors 1956 Badge of Honour 
has been awarded to Daniel J. 
Calland, editor of Philips Forum, 
in recognition of “outstanding ser- 
vices rendered to the BAIE.” The 
badge, together with a diploma, has 
been presented to mark the “suc 
cessful manner” in which Mr. 
Calland organised the annual con- 
ference of the BAIE at Cheltenham 
last May. 
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Bruce Coward 


Media department 
is reshaped 


The media department of the 
Toon & Heath Organisation has 
been reorganised. ead of the 
department, which handles market- 
ing, statistical and media research 
information, is K. G. White, who 
joined Toon & Heath a few months 
ago. 

* * 


* 

Michael F. Bill has joined Robb 
Holland Ltd. as aceount executive. 
He is the son of R. F. Bill, manag- 
ing director of Smith, Dalby-Welch 
Ltd., where he began his advertjsing 
career. He later joined British & 
International Addressing Ltd. Robb 
Holland state that this appointment 
is part of a “planned programme 
of development” by the six-month- 
old direct mail agency. 

* 7 = 

George S. Childs, publicity man- 
ager of the Irish Assurance Co., has 
been re-elected to the council of the 
Old Dublin Society. 

* * 

Ww. H. managing direc- 
tor of W. H. Gollings and Asso- 
ciates, Ltd., left for New York 
yesterday (Thursday). He will visit 
associates in New York, Chicago, 
Toronto, Montreal and Bermuda, in 
connection with Marketing Services 
Lid., the new company he has 
established. 

* * * 
_ Mrs. Olive Humphreys, who 
joined the newly-formed publicity 
group of John Carr and Associates 
six months ago, is leaving. She has 
been handling the company’s space, 
media, public relations, and secre- 
tarial work. 

* * * 

J. F. Ross has been appointed to 
the board of A. B. Fleming & Co., 
Ltd., printing ink manufacturers, of 
Eaatbueh, as commercial director. 

* _ 

Employees of the Stockport 
Advertiser have presented a silver 
cigarette case to Colonel S. Astle, 
who recently retired from the direc- 
torate after 45 years’ association 
with the company. 


Latest wills 


ALEXANDER CockBURN 
Steven, of Berwick-on-Tweed, for 30 
years editor and proprietor of the 
Berwick Journal and Berwickshire News, 
left £11,055 6s. 4d. gross, £10,429 9s. 
net value. (Duty paid £635.) 

CuHarces Hupert IGGLespen, of 
Hythe, Kent, editor and managing 
director of the Kentish Express, left 
£9,542 16s. 11d. gross, £9,028 10s. net 
value. (Duty paid £361.) 

Lesue Pui Harrison, of Leigh- 
on-Sea, Essex, organiser of the book- 
of-the-month department of Associated 
Newspapers, Ltd., left £1,923 19s. 7d. 
gross, £1,796 17s. 9d. net value. 

Wittiam Witton Leavis, of Wood- 
stock, Oxon., joint secretary and parlia- 
mentary agent of the Newspaper Pro- 
prietors’ Association, left £596 17s. 7d. 
gross, £567 11s. 7d. net value. 
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"12,789,000 readers of 
the Daily Mirror will see 
these advertisements. That’s one 


in three of all shoppers 
* I.P.A. Readership Survey 


And the cost ? Based on 

A.B.C. Fan-Fune 1956, average 
daily net sale of 4,649,696, it’s 
the lowest inch per 1,000 rate 
of all national dailies ! 


biggest daily sale on earth 
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un 
As 


Suba Luxe hot 


water bottle 


For extra business 


extra profits... 


Look to the Daily Mirror !— 
the daily paper with the busiest 
reader traffic of them all. 


ds nationally, regionally, LOCALLY 
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New Link House monthly on 
do-it-yourself 


300,000 PRINT ORDER: £150 PAGE RATE 


The Link House Group — organisers of the International 
Handicrafts, Homecrafts and Hobbies Exhibition — are to 
publish a new monthly, priced Is., called “Do-it-Yourself.” 
The first issue, dated March, 1957, will be published on 
February 25. The initial print order is to be a “guaranteed 


minimum of 300,000 copies,” 


In a letter to advertisers the 
publishers state that they know 
“from experience” in organising 
the four annual Do-it-Yourself 
exhibitions “just how extensive is 
the public interest in handyman 


London rep for 
50 years is 
honoured 


Percival Moon was the guest 
of honour at a luncheon given at 
the Waldorf Hotel, on Tuesday, 
by the Warrington Guardian 
series, to mark the 50th anniver- 
sary of his London representation. 

He was presented with a 
cheque for £50 by J. E. Armitage, 
general manager of the series, 
who, after paying a warm tribute 
to him, claimed that the weekly 
newspaper had still much to offer 
as the basis for a broadly based 
campaign, despite the appeal of 
the glossy magazine and commer- 
cial TV. He also mentioned that 
next year the Warrington 
Guardian would instal colour. 

Mrs. Moon was presented with 
a handbag by A. S. Hadfield, 
former managing director and 
now consulting director, who said 
that no paper could have a better 
ambassador in London than Mr. 
Moon. 

Those present at the luncheon 
included members of Mr. Moon's 
family, among them his son and 
colleague, Alfred; heads of asso- 
ciations; and agency media men. 

Among those who paid tribute 
to Mr Moon were: H. R. Davies, 
director, Newspaper Society; 
Arthur Clay, president, Press Ad- 
vertisement Managers’ Associa- 
tion, of which Mr. Moon was 
vice-president for five years; 
H. R. Tadgell, who has worked 
with him for over 40 years; and 
C. Palmer, advertisement mana- 
ger at Warrington. 

Acknowledging the tributes, 
Mr. Moon spoke of the helpful- 
ness and courtesy he had experi- 
enced from agency men, from the 
Newspaper Society and PAMA, 
and from his office colleagues. 
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say Link House. 
equipment, tools and materials.” 

“The new monthly will be pro- 
duced by experts for amateurs. It 
will combine authority with 
popular appeal, and a team of ex- 
perts will pack every issue with 
sound, practical how-to-do-it 
features and pictures about home, 
garden and workshop,” says the 
letter. 

Do-it-Yourself will be of 84 
pages, with a type area of 104 
in. by 7} in. It will be printed 
rotary letterpress, with a three- 
colour cover. 

Standard advertisement rates 
are £150 per page and pro-rata, 
but a special launching offer will 
allow a reduction of 334 per cent 
to advertisers booking space in 
all first six issues. This will mean 
a reduction of £50 per page, or 
six insertions for the price of 
four. Kenneth Clamp is the ad- 
vertisement manager. 

Do-it-Yourself will be launched 
with nation-wide publicity in the 
national and provincial press and 
on commercial television. Alfred 
Pemberton Ltd. are the agents. 

Dummies of the first issue, 
which are being sent to the trade, 
to advertisers, and to advertising 
agents, carry a colour front cover 
showing a young family decorat- 
ing a room, under a title panel 
with the name of the journal in 
red and the words, “For the prac- 
tical man about the house” in 
green. 


The dummy’s cover. 


US. agency survey 


A 12-month survey which will 
have a bearing on the future deci- 
sions on methods American ad- 
vertisers will use to pay agencies 
has been commissioned by the 
Association of National Adver- 
tisers. The survey, which will be 
carried out by Professor Albert 
W. Frey, will cover American 
agency activities. 


Tie Week dates 


The Tie Manufacturers’ Asso- 
ciation’s Tie Week for 1957 will 
be from May 10 to 18. “Plans 
are now being formulated for the 
biggest-ever campaigns in the his- 
tory of Tie Week,” say agents 
Haig-McAlister Ltd. 


ATV programme 


The Noele Gordon programme 
“About Homes and Gardens” is 
an ATV Midlands transmission, 
not Granada’s as stated last 
week. 


This stand, designed by Max Ritson & Partners Ltd., for their clients, 


Thornber Brothers Ltd., 


was awarded the “Farmer & Stock-Breeder’’ Per- 


petual Challenge Trophy for the best stand on the first and second floors 
of this year’s Dairy Show. 
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CURRENT 
ADVERTISING 
HIGHLIGHTS 


Remington’s big 


shaver drive 


Remington Rand Ltd. will be 
carrying out “the heaviest and most 
concentrated campaign ever featured 
for electric shavers” between now 
and Christmas. 

A total of 208 large advertise- 
ment spaces in national and provin- 
cial newspapers and magazines will 
be used. In addition a colour film 
will be seen in over 500 cinemas. 

Each Remington dealer is receiv- 
ing a folder enclosing a pair of 
specially-designed cuff links in the 
shape of the Remington shaver, and 
a seasonal display stand. Agents 
are G. Street & Co. Ltd. 


West country firm’s 


new agents 


Bollom Litd., of Bristol, dry 
cleaners and dyers, have appointed 
Goble & Bone Partnership to handle 
their advertising and display cover- 
ing 200 branches in the West 
Country and South Wales. 

Extensive use of West Country 
media is planned with a big 
special- offer campaign due to 
break with insertions in all impor- 
tant evenings, dailies and wecklies 
throughout January, February and 
into March. First ad to appear 
will be on December 31. 

An associate company, Display 
Rentals, is handling the displays for 
the branches, which will take the 
form of a _ specially designed 
“spaceframe” with periodic poster 
changes to tie-up with press adver- 
tising. 


Grandees slacks 


drive next year 


The “biggest advertising cam- 
paign yet” for Grandees slacks will 
be launched next April with a half- 
page in the Daily Express. The 
Slacks have been completely re- 
styled and will have many special 
features. Other advertisements will 
be appearing in the Daily Herald, 
Daily Mail, News Chronicle, weekly 
magazines and trade press. An 
extensive point-of-sale drive is also 
scheduled. Agents are 
Nicholson & Partners Ltd. 


Schedule includes 


women’s journals 


Swift’s Silverleaf Pure Lard will 
be appearing regularly on commer- 
cial television on Midlands 
Station from November 24. This 
will be backed up by advertisements 
in Woman, Woman's Own, Woman's 
Weekly, Woman's Illustrated, Home 
Notes, Home Chat and trade press. 
Agents are E. W. Barney Ltd. 

@ More Current Advertising and 
the At-A-Glance guide in full on 
page 77. 
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To Office Boys with 


‘Managing Director’ ambitions 


Quiz for the office boy on his way up 


Do you know when to use Direct Mail? 


When your market can be defined and you want to be 
sure that every likely prospect gets your message. 
When you want to say more than you’d manage to 
get in an ‘ad’. 

When you want to give your campaign a personal 
touch. 


Do you know when to use BIA? 


Whenever you’re thinking of using Direct Mail. BIA 
mailing lists give the most up-to-date and accurate 
coverage, and BIA can help you with your planning too. 


The first step is to send for a copy of our “ Mailway ” Catalogue 
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Room replies to grocers’ ‘ads 


margins’ 


attack 


‘ESSENTIAL WEAPON IN CREATING SALES’ 


Leslie E. Room, director-general of the Advertising 
Association, has sent a 1,000-word reply to the criticisms 
which appeared in the annual report of the Northern Council 
of Grocers’ Associations that grocers’ profit margins were 
being used to pay for expensive advertising, and that the 
Government’s “squeeze” policy on credit could usefully be 
applied to advertising ( Advertiser's Weekly, August 24). 


In his reply, read at a meeting 
of the Northern Council in Man- 
chester on Tuesday, Mr. Room 
stated - 

“Production on any scale large 
enough to meet the needs of a 


Census for 1957 


A sample Census of Distribu- 
tion will be taken by the Board 
of Trade for 1957. But, says the 
Board, not more than one in 10 
of the smaller independent traders 
will be required to make returns. 
The Census will cover retail dis- 
tribution and certain allied ser- 
vice returns, and forms part of 
the programme recommended re- 
cently by an independent commit- 
tee of representatives of trade and 
industry. Forms for completion 
wi'l not be issued until January, 
1958. 


This is a special front cover of the 


November issue of ‘Reader's 
Digest” (Pacific edition) in which an 
Australian advertising agency, Jack- 
son Wain & Co. Pty. Ltd., took 12 
consecutive pages in two colours for 
the Minnesota Mining & Manufac- 
turing (Australia) Pty. Ltd. ‘Reader's 
Digest’ have confirmed that nowhere 
else in the world has such a large 
consecutive block of pages, devoted 
to one company, ever been used in 
the magazine. 


PLASTIC 


Showcards, Displays 
and Packaging 


Pre-printed, vacuum formed 


mass population begins with 
effective demand. And it is the 
power of advertising to create 
this demand rapidly and effec- 
tively that makes it an essential 
tool in launching a new product. 

“Once created, that demand 
must be sustained if output is to 
be kept at the optimum level, 
otherwise costs will rise and so 
will the price. For this purpose 
alone, the advertising campaign 


must go on, 

“Customers are fickle—they 
like to exercise their right of 
choice, to try something else, 
and their memories are short. 
The established product cannot 
allow itself to be forgotten. 


Dual purpose 


“Thus, advertising must work 
in two ways—as a continual re- 
minder, on the one hand, to 
existing consumers; and persua- 
sively and informatively, on the 
other, for those new consumers 
who come into the market as 
their standards of living increase, 
or, indeed, as children grow up 
to run their own households. 

“Total advertising expenditure 
represents less than two per cent 
of the national income. This 
includes all advertising, Govern- 
ment, financial and personal, as 
well as by manufacturers and 
retailers. In 1952, advertising to 
the final consumer was less than 
1.65 per cent of sales to the 
public or, say, 4d. in the £. Pur- 
chase tax in the same _ year 
accounted for 7d. in the £.” 


Careers survey 


On Monday The _ Financial 
Times published a  48-page 
Careers Survey. It contained 


articles on “Printing as a Career, 

by Charles Batey, printer to the 
University of Oxford ; “A Career 
as a Salesman,” by D. R. Grif- 
fiths, director and secretary, the 
Incorporated Sales Managers’ 
Association; and “Varied Out- 
lets ” Advertising as a Career,” 
by E. Room, director-general 
of s Advertising - Association. 
There were 19 pages of advertise- 
ments. 


7 


This counter and window display 
material has been sent to all Priory 
Tea stockists. he colour scheme 
throughout is yellow, green and 
black. Heavy advertising is appear- 
ing in the daily press, in children’s 


magazines, in cinemas and on 
children’s commercial television 
programmes. Agents are T. B. 


Browne Ltd. 


Portuguese firm 
joins ISPA 

The International Screen Pub- 
licity Association has elected 
Tudarte, a leading Portuguese 
advertising company, to member- 
ship of the Association as full 
member for Portugal. The com- 
pany’s address is: Tua Rodrigues 
Sampaio 21-6° Lisbon. Director 
in charge is Antonio Pereira 
Coelho. 


Hoover ‘instruments’ 


Three Hoover vacuum cleaners 
and one Hoover polisher were 
among the “musical instruments” 
in the score of Malcolm Arnold's 
“Grand Overture,” performed at 
the Hoffnung Concert at Royal 
Festival Hall on Tuesday. A 
Hoover advertisement in the pro- 
gramme took the form of a mock 
“programme note.” H. K. Squires 
is Hoover’s advertising manager 
and Erwin Wasey & Co. Ltd. are 
the agents. 


Swedish papers 


The Swedish papers, Stock- 
holms-Tidningen and Aftonbla- 
det, which have been acquired 
from Torsten Kreuger by Lands- 
organisation i Sverige (the Con- 
federation of Swedish Trade 
Unions), will not, say the pub- 
lishers, become Socialist papers. 


They will be independent. 


The former 


editor-in-chief, — 
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cut profit 


Cycle Show to 


be held every 
other year 


The thirty-first International 
Cycle and Motor Cycle Show 
which was to have been opened 
by the Duchess of Gloucester at 
Earls Court last Saturday was de- 
layed until Monday because of a 
“sympathy” stoppage by trade 
union men working on the stands. 

They were protesting about 
some motor-cycle factories work- 
ing short time. There was, there- 
fore, no official opening. The 
show closes tomorrow (Saturday) 

All the latest developments in 
bicycles, motor cycles, mopeds, 
scooters, sidecars, three-wheeled 
cars, components and accessories 
are displayed and there are many 
new models on show. 


No 1957 show 

Speaking at a press conference 
last Friday, H. Evan Price, presi- 
dent of the British Cycle and 
Motor Cycie Industries Associa- 
tion, promoters of the show, said 
that it had been decided to hold 
the show biennially in future. 
This meant that there wouid be 
no show in 1957. 

They had held down the selling 
prices of both cycles and motor 
cycles in spite ot rising costs, he 
said, and the industry had main- 
tained and even improved its ex- 
port position, earning over £30 
million in foreign currency in the 
first nine months of this year. 


Lantigen join ISBA 
Lantigen (England) Ltd. have 
been elected to membership of the 
Incorporated Society of British 
Advertisers. 


Grant Production Co. 

The address, 7, Little Park 
Street, Coventry, and the. tele- 
phone number, Coventry 64978, 
should be deleted from the adver- 
tisement headed “Mind's eye”’ for 
The Grant Production Co. Ltd., 
which appears on page 41. 


‘not Socialist’ 


Carl Kreuger, has left the organi- 
sation and has been succeeded by 
Gustaf Niasstrém, who has been 
with Stockholms-Tidningen for 
more than a quarter of a century 
and has also been chairman of 
the Publicity Club of Sweden. 
Albert Milhado & Co. Ltd. will 
continue to represent these papers 


in 1 Britain. 


Advertising models 
Animated displays 


Exhibition units 
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As manager of a 


| furnishing department .. . | Photographed at William Perring of Kensington 


I can usually recognize readers of 


House Beautiful 


They’re young married couples, most of them, and | Brand names, makes, styles, models, prices — they 
from the moment they come into the showroom you | seem to know them all. And you'd be surprised how 
can see they know exactly what kind of furniture | often they actually show us what they want, in cut- 
and equipment they have planned for their homes. | tings from the advertisements in House Beautiful. 


It pays to advertise regularly in Britain's leading magazine for young home makers—and it costs only {l7ia page 
G. Collingwood, Advertisement Manager, HOUSE BEAUTIFUL, 28/80 Grosvenor Gardens, London, S.W.1. SLOane 4591 
House Beautiful is published by THE NATIONAL MAGAZINE COMPANY LIMITED 


Publishers of: Good Housekeeping - Harper's Bazaar - Vanity Fair - House Beautiful - She - The Connoisseur 
The Good Housekeeping Books — Proprietors of: The Good Housekeeping Institute 
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Southampton 
Advice to art 


students 


There was a need for a new ap- 
proach to advertising by the adver- 
tising profession, said publicity artist 
Charles Oates when he addressed the 
first winter evening meeting of 
Southampton Publicity Club. Mr. 
Oates covered many aspects of the 
techniques used in advertising. 

He believed that in general the 
public was against the trick type of 
advertisement. And he advised art 
students who hoped for a com- 


mercial art career to leann to draw 
the ordinary things in life perfectly, 
“and when you are as good as 
Picasso you have the basic require- 
ment for a good commercial artist.” 


Glasgow 
McIntosh is 


top golfer 

Most successful golfer this season 
in the Publicity Club of Glasgow 
has been Alex Mcintosh, who 
won the spring meeting event, 
and carried off the Kemsley Cup. 
In addition, he took second prize 
in the autumn meeting (first class). 

Prizes were presented after the 
luncheon meeting in Glasgow last 
Friday by Dr. Frank Deighton, 
Scottish Amateur golf champion. 
after he had addressed the members. 

Other prize-winners were: Spring 
meeting (First Class): 2nd J. 
McLeod; .3rd, Alex Girdwood; 
(Second Class): Ist, Sidney Nicoll ; 
2nd, Duncan Wilkie (secretary of 
the club); 3rd, Peter Wiseman. 

Autumn Meeting (First Class): 
Ist, J. F. Crichton; 2nd, Alex 
McIntosh; 3rd, R. Hunter Lees. 
(Second Class): 1st—and South- 
wood Cup—Sidney Nicoll; 2nd, 
John Chilcott; 3rd, Sidney Millar. 


We pea eb Y we | @ 


At the annual dinner and dance of the Publicity Club of Sheffield a silver 
cigarette casket was presented by Norman St. J. Stembridge, director and 
advertisement manager of the “Sheffield Telegraph & Star’’ (club’s chairman) 


to Lt. Col. Maurice W. Batchelor (president). 


The presentation was made 


on behalf of the members of the club to mark the ten consecutive years of 
Col. M. W. Batchelor’s presidency. From left to right are Carole Carr, the 
television and radio star, Col. Batchelor, the Lady Mayoress of Sheffield, 


Mrs. R. Neill, and Mr. gs = 
heffi 


aid of NABS. (“ 
Fleet Street 


Column Club 
Gift for chef 


To mark the 60th birthday of 
W. H. Facey, who has been chef 
of the Fleet Street Column Club 
for 21 years, Andrew Milne, chair- 
man of the Club, presented him 
with a_ television set during 
luncheon last Friday. 


Leicester 
‘Ignorance among 


college students’ 


The “broad ignorance” of the 
part of advertising in our life today 
was very noticeable among univer- 
sity students, said G. S. Campbell, 
managing director of the Franco- 
British Electrical Co. Ltd., at a 
meeting of the Advertising Club of 
Oxford. 

Their attitude, he said, was anti- 
advertising and usually due to a 
misunderstanding of the many facets 
and uses of advertising. 


RS a ae a 
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The Publicity Club of Glasgow lunch was followed by the presentation of 
M 


the golf prizes. 


Here (Il. to r.) are: J. M 


cLeod (secretary, Glasgow 


Publicity Club Golf Circle, Peter A. Menzies Ltd.); A. McIntosh (American 
Express Co. Inc., winner of the Kemsley Trophy); Douglas Hamilton (Benn 
Bros., Glasgow, captain, Golf Circle); J. T. Jack (lames Jack Advertising 


Ltd., president, Publicity Club of Glasgow); Dr. 


F. W. G. Deighton, 


(Scottish Amateur Golf Champion); S. W. Nicholl (George Newnes & Co. 


Walkers 


(shewcards) URES 


- MANCHESTER © 


Ltd., winner of the Southwood Trophy). 


The proceeds of this function were in 
eld Telegraph” picture.) 


° r 

Ad Man’s Diary 
Monday, November 19 

INCORPORATED SALES MANAGERS" 

ASSOCIATION (Manchester branch). 

A. Russell. Midland Hotel. 


6 p.m. 

Tuesday, November 20 

BRITISH INSTITUTE OF MANAGEMENT 
AND GLASGOW AND WEST OF SCOT- 
LAND MANAGEMENT ASSOCIATION. 
Meeting. A. F. C. Speyer. St. 
Enoch Hotel, Glasgow. 7.15 p.m. 
REGENT ADVERTISING CLUB, Lecture. 
John C. Braun. 6.30 p.m. 
ADVERTISING-PRESS CLUB. Film 
night. Shelbourne Hotel. 8 p.m. 
PUBLICITY CLUB OF LEICESTER. Film: 
Photolithography. A. Fifer. Adult 
Education Centre, Belvoir Street, 
Leicester. 
BRADFORD PUBLICTY ASSOCIATION. 
Luncheon meeting. James R. 
Gregson. Victoria Hotel. 1 p.m. 
Wednesday, November 21 
ADVERTISING ASSOCIATION. Annual 
meeting Bell Yard, W.C.2. 12 
noon Annual dinner and dance. 
Grosvenor House Hotel. 7.30 for 
8 p.m 

INCORPORATED ADVERTISING MAN- 
AGERS'’ ASSOCIATION. Press night. 


Malcolm Muggeridge. Waldorf 
Hotel. 6.30 p.m 
INSTITUTE OF PRACTITIONERS IN 


ADVERTISING. Discussion group. 
"1926 to 1956: What progress have 


we made?"’ At the Institute. 6.30 


p.m 

Thursday, November 22 

BRITISH SALES PROMOTION ASSOCIA- 
TION. Visit to Design Centre. 6.30 
p.m. 

Friday, November 23 

MANCHESTER PUBLICITY ASSOCIATION 
Installation of L. P. Scott as honor- 


ary life vice-president. Reform 
Club. 7.30 p.m. 

INSTITUTE OF PUBLIC RELATIONS. 
Annual general meeting. Manage- 
ment House, Hill Street, W.1 6 


p.m. 


Berks and Bucks 
Supermarket talk 


The Berks and Bucks Publicity 
Association heard a talk by John 
Wilder on “The Supermarket Comes 
to Town.” Mr. Wilder, head of the 
public relations division of Market- 
ing Consultants Ltd. and editor of 
Supermarket Times, analysed the 
power of the spending public. 
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THREE MEETINGS 


BUSY WEEK 
FOR IRISH 
AD MEN 


The past week has been a busy 
one for sales management per- 
sonnel and advertising men in 
Dublin. No fewer than three 
organisations of concern to them 
held important meetings within 
three days. 


A. H. Harrison, managing dir- 


ector of Colgate-Palmolive (Ire- - 


land) Ltd., talked to.members of 
the Incorporated Sales Managers’ 
Association’s Irish branch about 
American sales methods in Irish 
markets. 

‘High pressure’ 

He commented that too many 
people in Ireland were under the 
impression that American sales 
methods were “high pressure” 
selling. And he summarised 
American methods which could 
be successfully adapted to the 
Irish market under feur headings: 
to be 100 per cent certain before 
marketing a new product; be 100 
per cent right with product 
quality, presentation and price; 
be 100 per cent enthusiastic in the 
selling of the product; and back 
the product 100 per cent to 
ensure consumer acceptance and 
movement from the trade. 


On the same evening G. C. 
Draper, publicity manager of Aer 
Lingus (Irish Air Lines), spoke to 
student members of the branch 
on the scope and function of ad- 
vertising. 


TV symposium 

Earlier in the week a former 
Minister for Posts and Tele- 
graphs, Erskine H. Childers, with 
Dr. Dillon Digby (a director of 
Pye, Ireland) and Christopher 
Gore-Grimes, a_ solicitor, took 
part in a symposium on “Televi- 
sion for Ireland,” organised by 
the Advertising-Press Club. It 
was revealed during the discus- 
sion that although the Irish Re- 
public had no TV station there 
were about 15,000 TV sets in use. 


Third organisation to hold a 
meeting during the week was the 
Publicity Club of Ireland: guest 
speaker was W. V. Kingston, 
associate director of the A. C 
Nielsen Co. Ltd., who talked on 
“Measurement of Markets” at the 
club’s monthly lunch. 

Mr. Kingston described the 
various research systems in use 
and the importance of up-to-date 
market research to advertisers. 


CENtral 4965/6/7 
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Yes—plus c’est la méme chose. Fashions change but 
good, naughty, passionate, perverse human naturw 
does not. Young folks fall in love and dream dreams, 


mother fusses over children and shopping, father keeps 


up with the Jones’s in his garden and on the golf 

course, and life sways back and forth, gaily or worriedly 
between fish and chips and sole meuniére, between 

beer and champagne. Only the appearance of this mélée 
changes, its essential elements remain. When an 
advertiser comes offering his product, the man who speaks 
for him, his advertising agent, addresses himself not 


only to the moods and modes of the moment but 


ADVERTISER'S WEEKLY 


also to the old unchanged emotions beneath. An idea 
that floats on the current fashion is apt to pass 
away soon however bright it may be; but one that is 


rooted in human nature grows firmly and bears fruit. 


Managing Director, E. G. Walker 


RUMBLE, CROWTHER & NICHOLAS LTD + INCORPORATED PRACTITIONERS IN ADVERTISING + 184 STRAND + W.C.2 + TEMPLE BAR 9271 
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COMMENT, 


TROUBLED 
WATERS 


On page three it is reported that a 
number of advertising agencies 
are preparing schemes for 
public service advertising to 
project Britain at home and 
abroad. 

The main purpose of the cam- 
paign wou'd be to show that 
this is still a country of great 
ach’evement with first-class 
goods and services to offer the 
world. Incidentally it would 
demonstrate that advertising is 
now an adult business prepared 
to face up to its responsibilities. 

That is the hope of the leading 
figures who have conceived the 
scheme. But if the idea is to 
become an effective reality it 
must be backed by responsible 
behaviour in the day-to-day 
conduct of the business. 


*No cancellation’ 


When the Government announced 
a ten per cent cut in petrol sup- 
plies major oil companies 
decided that it would be wrong 
—indeed, useless—to continue 
their heavy advertising to boost 
sales. They therefore requested 
a suspension of advertisement 
contracts until supplies are 


Press and television interests 
bluntly refused to waive cancel- 
lation clauses, and some of their 
biggest, most regular adver- 
tisers must pay for time and 
space they do not want. 

The implications of this “no can- 
cellation” decision are deep— 
and perhaps dangerous. 


Two dangers 


If the response to the Govern- 
ment’s appeal for reduced con- 
sumption is not satisfactory, the 
next step will be rationing. 
More serious diminution of 
supplies could presumably lead 
even to “pool” petrol. 

Would the media owners still 
insist that the advertisers 
should pay for space in which 
to advertise non-existent 
brands ? 


There are two dangers in such an 
attitude: that the critics may 
seize on it to attack advertising 
as a whole ; and, more impor- 
tant to the media owners, that 
the goodwill of great advertisers 

may be lost. 


TALKING POINTS 
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Weights-and-measures man on ‘packs 


that fool’ 


[Ts bad enough when poli- 
ticians attack advertising in 
the course of sharpening their 
party axes—but when govern- 
ment officials (national or 
local) set about the business 
the going becomes very rough. 

This is illustrated in the annual 
report of the Nottinghamshire 
Chief Inspector of Weights and 
Measures. 

According to a report in the 
Nottingham Evening News, the 
Inspector said “new advertising 
and packaging techniques 
designed by experts with a pro- 
found knowledge of psychology 
are being used in some cases to 
mislead purchasers both as to 
quality and quantity.” 

The deceptive container care- 
fully designed to give a false and 
inflated impression of the con- 
tents is found in shops in increas- 
ing numbers, says the report. And 
“some price increases of pre- 
packed commodities continue to 
be concealed by reducing the 
quality without notice to the 
purchaser.” 


Value for money 


It would be stupid to deny that 
there are manufacturers who do 
not give the public value for 
money. As stupid as it would be 
to suggest that all chief inspectors 
of weights and measures know 
what they are talking about. 

But there is every reason to 
resent the suggestion that adver- 
tising and packaging experts are 
responsible for the quality, quan- 
tity and price of a product or 
design to cover deficiencies. 

Behind such attacks as that 
made in this Nottingham County 
Council report is usually to be 
found antagonism towards brand- 
ing and advertising. Yet anyone 
whose duty it is to study retailing 
should be well aware that these 
are the best guarantees of quality. 
And even more conscious of the 
fact that expert packaging is a 
major contribution to food 
hygiene. 

If there is ignorance of these 
facts among officials in Notting- 
ham there is a job to be done by 
the local publicity club's “shock 
troops” for advertising. 


HOLLOW 


HALF-PAGE ad for Eterna 
cutlery claims: “Hollow- 
ground blades—just like a 


“window test” 


**Smith! Take five hundred visuals!’’ 


barber’s razor. 
stay razor sharp.” 

“Stay” is the operative word. 
For readers are urged to “go and 
see this wonderful new range of 
ten knives, a fork and a sharpen- 
ing steel at your local store or 
ironmonger.” 


LIGHTS OUT 


HEN Halifax Town Council 
decided to refuse permis- 
sion for the erection of a neon 
sign, Cr. Liley protested. 
“Bright lights mean prosperity,” 
he said. 
The sign would have advertised 
“funerals, weddings, coaches.” 


ANY ads have odd spots. 
Have you noticed the 
lettering at the beginning of the 
television commer- 
Daz? The “o” in 
leans over backwards, 


They start and 


cial for 
“window” 


quite out of keeping with the rest 
of the lettering. 
Wonder why? 


TESTIMONIAL 


ILBERT HARDING is re 

ported to have rebuked a 
young man recently by calling 
him a “flatulent oaf.” 

“That cannot be, sir,” replied 
the young man, “for I regularly 
use the stomach powder which 
you advertise so widely.” 


JINGLE BELLS 


HE press usually gets the 
blame for starting “commer- 
cial” Christmas too early. 

But those who resent the 
autumn start to the shopping part 
of the festivities must direct their 
arrows elsewhere this year. 

Television takes pride of place. 
Jingle bells began last week-end. 

Is this too soon to start wading 
through the artificial snow? 


TOMORROWS TOPICS 


@A cosmetics manufacturer is 
planning a large-scale launch 
for a new perfume to be intro- 
duced in the spring. 

® A London evening newspaper 
is planning a vigorous cam- 
paign for increased circulation 
and advertising revenue. 

@ A foreign advertising agency is 
to open a branch in London 
soon. 


® Announcement of an ad rate 
increase for one of the top 


women’s magazines is expected 
shortly. 


® During next summer, the pro- 
gramme contractors hope, TV 
programmes will be transmitted 
until midnight. 

@A Manchester report says 
closed-circuit TV, carrying ad- 
vertisements and showing race- 
goers the horses led round the 
paddock and the races in which 
they participate, may be intro- 
duced in the restaurants, bars, 
and enclosures of racecourses. 

@A big men’s wear account is 
expected to move shortly. 


ROUND TABLE 


| * Aduettige in Gacope the Mithado Way’ 


ALBERT MILHADO & CO. LTD. ‘The Experts on Foreign Advertising’ 140 Cromwell Road, London, $.W.7. FREmantle 8592/3 (5 lines) 
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The family tree of paper at Spicers All the best * 


is complete with all its branches. 


With almost the entire world of paper A PE RS 


to choose from, Spicers advise upon and 


| ! meet at 
can provide exactly the right paper 


for any business and industrial need. SI f@ ERS 


K ** Best ’’—not necessarily the rarest or most expensive, but always, 
unquestionably the best of its kind—whether for printing, 
packaging, wrapping or writing. 


Advertisers, or their Advertising Agencies will find that 


a call to Spicers will bring expert advice to bear on any 
problem concerning the use of paper. 


SPICERS LIMITED + 19 NEW BRIDGE STREET + LONDON FC4 + BRANCHES THROUGHOUT BRITAIN ASSOCIATED & SUBSIDIARY COMPANIES ALL OVER THE WORLD 
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AFTER a prolonged and 
somewhat stormy passage 
through Parliament during 
which it underwent consider- 
able changes, the Restrictive 
Trade Practices Act is now on 
the Statute Book and its firm 
practical effects are due to be 
felt this month. 

It is an Act which is of the 
greatest importance to anyone 
concerned in any way with the 
marketing of goods. There are 
two main effects which must be 
considered separately. 

Part I requires the registration 
and subsequent judicial investiga- 
tion of large classes of restrictive 
trading agreements and arrange- 
ments. 

Part II deals in particular with 
one such arrangement, namely, 
collective resale price maintenance 
which has been singled out for 
more summary and drastic treat- 
ment than the others. 

Part I of the Act provides for 
a procedure in three separate 
stages : 

@The compulsory registra- 
tion of agreements. 

@ The bringing of the agree- 
ments before a_ Restrictive 
Trade Practices Court to deter- 
mine whether or not they are 
in the public interest. 

@ In the case of such agree- 
ments as are not found to be in 
the public interest, the making 
and enforcement of orders 
restraining the parties to the 
agreement from giving effect to 
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THE RESTRICTIVE PRACTICES ACT—1. In view of the 


importance to ad men of the new legislation (which has come into 
force this month) OUR LEGAL CORRESPONDENT outlines 


procedure for the registration of agreements. The 


second part, to be published next week, will 
deal with resale price maintenance. 


How the new Act 
affects marketing 


it, and from making any other 
agreement to the like effect. 


The first thing to notice is that 
the Act only requires the regis- 
tration of agreements concerned 
with the production or supply of 
goods or the “application to 
goods of any process of manu- 
facture.” 


It does not apply to services 
and therefore does not apply to 
advertising as such. 


This is a point of considerable 
importance since, for example, in 
the United States under the some- 
what different legislation which 
has been operating for some time 


Housewives 
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0 


Local Papers in — 


nen! MESSENGER 


GROUP. 
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now, such matters as agreements 
against commission-sharing have 
been held illegal. No such ques- 
tions arise under the present Act. 

Any agreement between two or 
more persons carrying on business 
in the United Kingdom in the 
production or supply of goods or 
in the application to goods of any 
process of manufacture, however, 
must be registered if two or more 
parties accept restrictions as to 
either : 


(a) The prices to be charged, 
quoted or paid for goods sup- 
plied, offered or acquired, or 
for the application of any pro- 
cess of manufacture to goods 

(b) The terms or conditions 
on, or subject to which, goods 
are to be supplied or acquired, 
or any such process is to be 
applied to goods 


An interesting question which 
arises under this head is how far 
agreements to restrict advertising 
are affected. 


Restriction upon advertising 


In some industries agreements 
are in force which bind the parties 
not to advertise in certain media 
or to restrict their advertising in 
other ways. Opinions differ on 
this question, but it seems to the 
present writer that agreements 
whereby manufacturers, or other 
suppliers, agree together that they 
will only supply goods on condi- 
tion that those to whom they 
supply agree to restrict their 
advertising in certain specified 
ways, would be registrable. 


_ (c) The quantities or descrip- 
tions of goods to be produced, 
supplied or acquired 


(d) The process of manufac- 
ture to be applied to any goods, 
or the quantities or descrip- 
tions of goods to which any 
such process is to be applied ; 
or, 


(e) The persons or classes of 
persons to, for, or from whom, 
or the areas or places in, or 
from which, goods are to be 
supplied or acquired, or any 
such process applied. 


The term “agreement” is given 
a very wide meaning and includes 
both written and oral agreements, 


whether or not they are intended 
to have legal effect. 


It is well known that agree- 
ments of this sort, at present in 
force, vary from the complicated 
rules of some trade associations, 
backed by an elaborate system of 
investigators courts, appeals, 
fines and stop lists to the most 
informal “gentlemen’s  agree- 
ments.” It is clearly the inten- 
tion of the Act that each and 
every one should be registered, 
but obviously the Registrar will 
find the law easier to enforce in 
some cases than others. 


Exceptions to rule 


To this general rule, however, 
there are a number of excep- 
tions. 


First of all, no account is to 
be taken of certain types of 
restrictions. These include: 


@Certain arrangements in 
the iron and steel industry. 

@ Restrictions in ordinary 
contracts for the supply or 
application of a process of 
manufacture to goods which 
apply only to those goods (e.g., 
an agreement between buyer 
and seller that the goods shall 
not be resold in a specified 
market or on specified terms). 

@ Any agreement to comply 
with British Standards Specifi- 
cations. 

@ Restrictions relating to the 
workmen to be employed or 
their wages or conditions of 
employment. 


Exempted categories 


Secondly, certain agreements, 
even though they come within 
the definition, are exempted from 
registratiun. These include: 

1. Agreements authorised by 
Act of Parliament (for example 
the restrictive practices carried 
on by such organisations as the 
Milk Marketing Board). 

2. Schemes approved by the 
Board of Trade for the 
nationalisation of industry. 

3. Ordinary sole agency 
agreements under which restric- 
tions are only imposed as re- 
gards goods of the same des- 


@ Continued on page 20 
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EnGEr€€ to outstanding photography 


This is the entrance to a photographic studio. It’s an inviting entrance 
...and if you pass in, you feel that your acceptance of 

the invitation was not wasted. The atmosphere, the decor, the equipment 
of the Gee & Watson Studio suggest masterly 

photography ...and, if you put the studio to work for you, you find, 
right enough, that the suggestion was well founded. 


* Studio Director, Norman Lay 
Assistant Photographer, Ursula Hamilton 
Studio Representative, Mortimer R. Kindon 


GEE & WATSON PHOTOGRAPHIC STUDIO 


Brownlow Street turns off Holborn, almost opposite Chancery Lane 
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Next to production the most vexed depart- 
ment in the average agency is Accounts. 
The St. Clements combined typesetting, 
blockmaking and stereotyping service divides 
the number of bills by three —one for all 


means less work and less chance of oversights. 


P.S. stands for Personal Service which does not end in the 
works but sees the job right through and, if we may say so, 
does not feature on the invoice. 


@ St Clements 


typesetting 
process foundry 
complete day and 


night service 


ST. CLEMENTS PRESS LTD. 


PORTUGAL STREET, KINGSWAY, W.C.2. 


Telephone: HOL 7600 
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The ad man under the new 
Restrictive Practices Act 


cription as those supplied by 
the supplier. ; 

4. Restrictive terms in assign- 
ments of or licences to use 
patents or registered designs in 
respect only of the goods con- 
cerned. i 

5. Restrictive terms in agree- 
ments between two persons 
neither of whom is a trade 
association for the exchange of 
information relating to the 
operation of processes of manu- 
facture. 

6. Approved restriction on 
the use of certification trade 
marks. ; 

7. Restrictive terms in agree- 
ments between proprietors and 
registered users of trade marks. 

8. Agreements in which all 
the restrictions relate exclu- 
sively to exports or transactions 
outside the UK 
No agreement need be regis- 

tered until an order has been 
made requiring agreements of 
that class to be registered and has 
been approved by resolution of 
both houses of Parliament. 


Date of validity 


The first draft order has now 
been made by the Board of Trade 
and, subject to the necessary 
resolutions being passed, will 
come into force on November 30. 

The order requires all agree- 
ments of the following classes to 
be registered within three months 
of that date: 

®@ Restrictions in respect of 
the prices to be charged, or 
quoted for goods supplied, or 
offered, or for the application 
of any process of manufacture 
to goods. 

®@ Restrictions in respect of 
the prices to be paid for goods 
acquired, or for the application 
of any process of manufacture 
to goods. 

® Restrictions in respect 
the terms, or conditions, on 
subject to which goods are 
be supplied, or any process 
manufacture is to be applied 
goods. 

® Restrictions in respect 
the terms, or conditions, on 
subject to which goods are 
be acquired. 

® Restrictions in respect 
the persons or classes of per- 
sons to whom goods are to be 
supplied, or for whom any 
process of manufacture is to be 
applied to goods. 

® Restrictions in respect of 
the persons, or classes of per- 
sons, from whom goods are to 
be acquired. 

Further orders to be made at 
a later date will require the 
registration of other classes of 
agreement. 

Agreements must be registered 
by the parties to them. Where 
an agreement is made by a trade 
association all the members of 
the association are deemed to be 
parties to the agreement. If, 
however, an agreement has been 


registered by one party that is 
enough. No doubt, in the 
majority of cases, agreements will 
be registered by the relevant trade 
association. 

Agreements must be registered 
with the Registrar of Restrictive 
Trading Agreements, Rupert 
Leigh Sich, whose office in 
London is at Chancery House, 
Chancery Lane, W.C.2. 


Put in writing 


Details of the exact method of 
registration are to be laid down 
in Regulations made by him, but 
the Act requires that, in the case 
of agreements in writing, the 
original or a true copy is to be 
produced while, in the case of 
other agreements, there must be a 
memorandum in writing setting 
out the names of the parties and 
the full terms of the agreement 
signed by the person registering 
the agreement. 

Normally, the register is to be 
open to public inspection but, in 
certain cases, the Board of Trade 
can direct agreements to be 
registered in a special secret sec- 
tion of the register. 

Where there is any dispute as 
to whether a particular agree- 
ment is registrable or not, the 
matter is to be decided by the 
High Court. 

If the Registrar has reasonable 
cause to believe that any person 
or trade association is a party to 
a registrable agreement which has 
not been registered, he can re- 
quire them to register it and in 
certain circumstances can bring 
them before the High Court for 
examination on oath. 

The registration of an agree- 
ment in itself has no effect on 
its validity: it is only a pre- 
liminary to its investigation by 
the Restrictive Practices Court. 
This procedure and the changes 
in the law as to resale price main- 
tenance will be dealt with in 
another article next week. 


| Tomato show 


Three cans of the product plus 

recipe leaflets are held by this 

counter display for Cirio canned 
peeled tomatoes. 
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in one piece, colour 
or monochrome, 
flexible for trans- 
port, requiring the 
minimum of 
illumination — for 


Exhibitions, Dynamic 


Shopfitting, Display, 
TV, Film and Stage 
scenery 


We have exclusive rights on these giant photo- 
graphic transparencies in this country .,. ring 
SHE 1281 for an appointment to see them. 


CITY DISPLAY ORGANISATION 
30 UXBRIDGE ROAD (SHEPHERDS BUSH GREEN) LONDON W. 12 
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Much has changed in the world of social 
relationships. Women, for example, are 
now allowed to collect bus fares. 


22 


ad man knows, they are also permitted 


ONCE upon a time, when 
cigarette smoking was 
considered to be a strictly 
male vice, female charmers 
with thin, pencilled eyebrows, 
long cigarette holders, and, 
perhaps, a couple of grey- 
hounds or borzois dogs, gazed 
seductively from magazine and 
newspaper advertisements com- 
pelling the impressionable 
male readers to buy their 
brand. 

Today with sex—and therefore 
vice—equality, most cigarette ad- 
vertisements are angled at women 
buyers. Olivier vies with Donald 
Gray (creating rather a U versus 
non-U element I _ feel—with 
apologies to Mr. Gray). SHE 
keeps up with HIM by smoking 
the same tobacco—Three Nuns; 
and pert little twin Wrens have 
moved in on the space which. 
not very long ago, was strictly 
reserved for that bearded, rugged 


openly to drink and smoke 


Sex equality—it goes 


for the vices too 


man’s man who encouraged his 
human counterparts to smoke 
Player’s please. While, capturing 
both markets, TOGETHER they 
“pause and enjoy Craven A.” 


Holding the head 


Drink too, is another vice 
accredited (discredited?) to 
women. She can now be a Macke- 
son type and still hold her head 
up. She can drink Babycham 
and Perry’s Sparkling Cham- 
pagne until the cows come home, 
and gin, the original Mother's 
Ruin, is an accepted woman's 
drink in and out of advertise- 
ments. 

I have always liked the 
cherub-like gentleman, symbol 
of the Double Diamond adver- 
tisements (pictorial “gimmicks” 
stick in a woman’s mind); 
linked with a slightly “mon- 
greled” His Master’s Voice 


advertisement, I like him all 
the more, although the thought 
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In Femina’s opinion, this has been the most beautiful advertisement 


of recent weeks. 


Not only is the illustration appealing but, in her 


view, the copy is also well angled to the woman. 
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And, as every 


says FEMINA 


that immediately leaps to my 


mercenary mind is: Do they 
share the cost? 
What may confuse women- 


advertisement readers is that they 
can now buy their shampoo in 
alcoholic disguises (Riche’s cham- 
pagne and Linc-o-Lin Beer), This 
last manufacturer offered, in a 
small “Personal” column adver- 
tisement in one of the evening 
papers, a prize of £5 for a story 
on “Why I First Used Beer 
Shampoo” ... to win £5, of 
course. 

Another fiver was offered for a 
recipe making use of Carnation 
milk. Perhaps these prizes are 
an incentive to buy ; but, for my 
part, the thought of £5 quite 
overshadows the product name. 


Most beautiful 
advertisement 


WOMEN LOVE pictures. ot 
babies, cats, puppies, film stars 
(women) and men (various)}—in 
that order; and advertisements 
using any of these subjects will 
always appeal. The most beauti- 
ful advertisement of recent weeks, 
in my view, is that for Sanatogen 
which reproduced Elliott Ervitt’s 
“Family of Man” contribution. 

With baby and cat delightfully 
captured, together with a very 
Woman’s Angle piece of copy at 
the foot, it is an advertisement 
you remember long after the 
paper has been used as carpet 
backing on the living room floor. 

Carpets—and another appeal- 
ing and very good cat picture 
pops up for Kosset. A name I 
did not know before, and a 
carpet I want to buy—now. What 
a pity the good-intentioned “Buy 
a British Carpet” campaign did 
not use a similar approach. 

* - + 

YOUNG PETER WRIGLEY (aged 

74— potential artist or potential 
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eee ton brew vitmaarated trecteare te ’ 
THE SPIRELLA CO. OF GREAT BRITAIN LTD -LETCHWORTH HERTS 


Femina thinks this the most “un- 

likely” advertisement in recent 

weeks. The influence of Liberace 
is perceptible. 


advertisement man?) knew what 
he was about when he created his 
delightful cats-eyeing-fish picture. 
And so did ICI when they used 
it in their Vynide advertisement 
and carefully wove the copy 
around the illustration. 

The White Fish Authority 


are certainly making up for 
past mistakes by producing 
what must be the hardest thing 
of all—an appetising picture of 
cod, with Giuseppe Ceruti 
adding the professional touch 


@ Continued on page 24 
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This advertisement has set Femina 

wondering whether the parties 

concerned are actually sharing the 
cost. 
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WOES 


AND BOAT EQUIPMENT 


ADVERTISER'S WEEKLY 


SESS ae 


Britain’s first controlled circulation monthly magazine 
for boat owners, boat builders, and everyone ‘in the industry ’ 


Guaranteed minimum circulation 


20,000 


MONTH 


There is no doubt that in the last few years ‘sailing’ has caught 
the public’s eye. The owning and handling of small craft has 
become a national pastime—and around it has grown a thriving 
industry. In addition, the construction, equipment and operation 
of light commercial vessels has become of great importance. 


Now we announce BOATS AND BOAT EQUIPMENT— Britain’s first 
‘controlled circulation’ periodical for boat owners, boat builders, 


designers, makers of equipment, and all those specialists connected 
with the industry. 


READERSHIP — 
Circulation lists have been compiled as follows : 
YACHT OWNERS, SMALL POWER CRAFT 


approx. 
(pleasure and commercial) and DINGHY OWNERS 17,000 
YACHT & SAILING CLUBS ... ware ‘ 800 


BOAT BUILDERS, DESIGNERS, ETC. .. eee 700 
EQUIPMENT MANUFACTURERS and 
others in ‘THE INDUSTRY’ eee eee ees 


OUR POLICY 
Our overall policy will be threefold. First, efficiently and faith- 
fully to serve all persons genuinely connected with the yacht, 
power cruiser, and small boat industries—— whether they be 
owners or manufacturers, readers or advertisers. Secondly, to 
maintain our readership lists in an up-to-date and fully effective 
state. Thirdly, to promote and expand interest in all those 
subjects and pursuits wholly concerned with boats and boat 
equipment. 

Our editorial policy will be to give clear and concise details of 
new products, new developments, etc. 

Manufacturers of equipment, boat builders, designers, etc., will 
be invited to tell us of every change, every new item which is of 
direct interest to the boat owner. 

Each editorial as well as each advertisement will be keyed, so 
that readers can very easily make direct enquiries to us — or to 
the manufacturer if preferred—for further information about any 
one or more items. 


Full details from the Advertisement Manager 


D. HECKSTALL-SMITH 
BOATS & BOAT EQUIPMENT 
48 DOVER ST. LONDON WI. Telephone: GROsvenor 1688 


1st. JANUARY 1957 
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COLOSSAL 
GIGANTIC 


STUPENDOUS 
AND THE REST 


of the overworked filmic adjectives can be applied with 
honesty to photo enlargements made by Autotype. 
Although we have been making them for many years 
we still get a catch in the throat when we step back to 
survey the enormousness of one of our just completed 
larger efforts. 

Eighty square feet of photograph in one piece is quite 
a lot. And as there’s no limit to the number of— 
skilfully joined—pieces—well . . . 


Transparencies 


of course, cannot be so big (usual sizes 24in. x 
18in. or 30in. x 20in.) but you’d be surprised at just 
how big we can make them. Autotype craftsmen 
are very cunning with the finer fabrics which accept 

the picture, let the light through and enable us to pull 
out our flexible rules to longer lengths. Many of the 
more popular coloured transparencies are made by us 
from black and white originals. 

We hasten to add that we are not too stupendous to 
make many more of the smaller sizes—bromides and 
transparencies—in black and white and colour. 
Indeed they are our bread-and-butter work—but 
made with the same care. Prices are right (ask for list) 
and service is of the personal sort. 


Ay 


You can see an Autotype giant—2Ift. x 9ft.—on 
permanent exhibition at the Building Centre, Store 
Street (off Tottenham Court Road), London, 

W.C.1. Its quality speaks for itself. 


MOST of the really good 
enlargements are made by 


AUTOTYPE 


THE AUTOTYPE COMPANY LIMITED 
BROWNLOW ROAD, WEST EALING 
LONDON, W.13. — EALing 2691 -2-3 
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A housewife’s view of 
current ad campaigns 


and putting fish into the same 
social bracket as Lady Osborne 
with her Maggi soups and 
continental recipes. 

7 * 


Nice To see the return of Zoé 
Newton on the milk hoardings. 
And I am glad she is being 
backed up by magazine and film 
advertisements. The seven-day 
milk diet is a smack-in-the-eye 
for the slimming experts who 
advocate an almost  milkless 
(“tea—with lemon preferably”) 
diet. 

An even greater blow to these 


good people must be the 
“Bridge That Gap” campaign 
put out for Cadbury's which 


actually advises a nibble between 
meals. What a relief when buy- 
ing—and eating—these biscuits 
to feel that you are not really 
breaking the rules. And what a 
very good series it is. I am glad 
that the poster man in 
ADVERTISER'S WEEKLY has given 
them such a prominent showing. 


Oddly timed campaigns 

THe copy and layout for the 
British Cottons series is eye 
catching and interesting but, from 
a housewife’s point of view 
what an odd time of the year to 
put out suc’) a feature. Almost 
as untimely as the Kest tablets 
advertisement which shows a 
sylph-like creature in a bikini. 

But the most unlikely advertise- 
ment to have caught my eye in 
recent weeks has been the 
Spirella corset picture which 
shows a buxom lady amply filling 
her Spirella. She is apparently 
making or receiving a phone call 
in a very Liberace setting. The 
large print copy reads: “Charm, 
grace, beauty...” ?? 


Looking out for 
furniture 


BECAUSE I am in the throes of 
furnishing a flat, | am on the look 
out for furniture advertisements. 
So far my searching has been 
confined to newspapers and the 
cinema and I just have not got 
around to getting the “special- 
ised” magazines. 

However, I have got a fairly 
good idea of what's on the mar- 
ket. Before the search began I 
had decided that G-Plan knocked 
all the other furniture manufac- 
turers into a cocked hat. But 
now, I feel they are over-adver- 
tised and I find I have been 
deliberately overlooking _ their 
carefully, cleverly laid-out adver- 
tisements and tearing out copies 
of Ercol, Parker Knoll (an out- 
standing pictorial gimmick is 
their tapestry chair—linked per- 
manently in my mind with the 
PK name) and Vono. 

The Austinsuite film advertise- 
ments made me window-shop for 
their furniture—unsuccessfully so 
far. The G-Plan products fill 
my local store windows. 
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Cimes Furnishing 
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The practical approach of this 
furniture advertisement has 
tempted Femina. 


Sections of Link furniture 
(Lebus) I think are good and 
very reasonably priced and the 
advertisement I saw was clear 
and uncluttered. Neck and 
neck with it is the Ercol series 
and they both use the tear-out 
coupon which I think is particu- 
larly important for advertise- 
ments of this sort. 

It is hard to choose between 
the romantic Heal’s_ slogan 
“Where lovely things cost less 
than you expect,” and the more 
practical Times Furnishing piece 
with its angle of “Only 5 per 
cent a year for credit... . It pays 
to go Times Furnishing” (they 
have the additional asset of a free 
catalogue). I think, however, | 
would plump for the former. 


@ Continued on page 26 
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BUY FISH TOMORROW! 


This advertisement, thinks 
Femina, helps to make up for 
past mistakes, 
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TOP MANAGEMENT 


SIDNEY HENSCHEL § ADVERTISEMENT DIRECTOR 72 COLEMAN $T., LONDON, B25 

Every day, all the important news 
affecting Industry is featured in 
THE FINANCIAL Times. Advertisers 
know thatthe editorial content and 
their own announcements are 
accurately aimed at industrial Top 
Management. 


Photograph by Meurice Broomfield, One of a series of 
industrial photographs published bp ae FINANCIAL TREES 
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Planning next year’s 
advertising budget? 


Consider the importance of free advertising sites right in the shop 
itself. Redfern Advertising Rubber Mats are point-of-sale reminders 
that are always on display because they are welcomed by retailers as 
part of the shop furnishings. Colourful, permanent and hardwearing, 
these mats can incorporate any trade name, mark or slogan in a wide 
variety of colours. They have been used by experienced advertisers for 
a quarter of a century—put them to work in your retail outlets! 

DOOR MATS - FLOOR MATS - COIN MATS 

DARTS MATS - BOWLS MATS 


* Write for folder amusingly illustrated by EMETT. It 
gives complete details and examples in colour of these 
permanent point-of-sale reminders. Perhaps they could 
help to solve your sales problem. 

NATIONAL ADVERTISERS’ DIVISION, 
REDFERN’S RUBBER WORKS LIMITED, HYDE, CHESHIRE 


Arthur Upton Service 
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Femina’s vain search for 
some matching material 


After all, why not make furniture 
buying fun even if we know we 
will be paying off for the rest of 
our lives. 

During my hunt I tried to 
match up some Whitehead 
material originally bought, 
several yards too few, about 
five months ago. 

One look at the design and 
two assistants, both of large 
stores said, “Out of production, 
madam. It's very hard to keep 
up with the number of White- 
head designs.” Neither thought 
it worth their, or my, trouble to 
write direct to the designers. 
Yet, some little time later, 1 
went into another shop, dis- 
covered a similar design (on a 
slightly lighter background) and 
was told that further supplies, 
in my shade, were expected. 

Cannot stores, in newspaper 
or counter advertising, an- 
nounce that the product on sale 
is “Last in this design’’—or 
something of that sort? 

And those salesmen need a 
course of Pro-Plus tablets! 

. * * 


Let's pull the bow! off the table 
~and get « meal off the retion! 
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I HAVE always thought that 
seals (even those in the Zoo) 
must be under contract to Guin- 
ness—which is why the current 
Viola Cake Mix seal who girates 
in many a shop window fails to 
have the sales appeal he might. 
Why not some other nose-balanc- 
ing creature? 

PS.—For _ flat-dwellers-with- 
consciences, television advertising 
is a menace. As soon as the com- 
mercial comes on with its boom- 


OPUMAL CHEMICAL DUTIES LimrTED 
AAT HORCLOTH BrVISION TOE, CHEEeHEE 


The artistry of a potential adver- 
tising man was made effective use 
of in this item. 


or its screaming female choir, one 
has to leap up and turn down the 
sound. Very tiring and very try- 
ing. How I wish those who plan 
the commercials would realise 
that a quiet, persuasive tone is 


ing, over-enthusiastic male voice, much more forceful. 


An exhibition of lubricating oil was recently held in the main entrance 
hall of Britannic House, Finsbury Circus, London—head office of the 
British Petroleum Company Ltd. Designed by ‘Charles Kenrick Asso- 
ciates and constructed by G. and W. Waller Ltd., the exhibition 
coincided with the company’s annual lubrication conference, at which 
delegates from Europe and as far afield as New Zealand attended. 
The exhibition included a display of posters from many parts of the 


world advertising BP products. Films dealing with the use of the 
product and its manufacture were shown daily.” 
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As a fashion buyer... 


I can usually recognise readers of 


Vanily Fair 


To begin with they’re smart—smart about clothes, about 
accessories, about cosmetics. From the moment they come 
into the shop you know there isn’t much you can tell 
them about styles, colours, or even prices. Not surprising, 


really, when you consider the time they spend going 
through the pages of the magazine which caters specially 
for their tastes and interests. It’s amazing how often 
I hear them say: ‘I saw it advertised in Vanity Fair’. 


It pays to advertise repeatedly in Britain’s largest selling fashion magazine—and ut costs only £350 a page 


R. C. E. Cory, Advertisement Manager, VANITY FAIR, 28/30 Grosvenor Gardens, London, $.W.1. SLOane 4591 


Vanity Fair is published by THE NATIONAL MAGAZINE COMPANY LIMITED 
Publishers of : Good Housekeeping - Harper's Bazaar - Vanity Fair - House Beautiful - She - The Connoisseur 
The Good Housekeeping Books Proprietors of : The Good Housekeeping Institute 
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More and more agents—and their clients—are 
realising the advantages of printing by Rotaprint. 
Beautifully designed, simple to operate, this 

. machine can produce a dazzling variety of work 
| of the highest quality, at a price which makes 
q the initial outlay a very profitable investment. 


E 


ENQUIRY FORM 
Please send, without obligation, printed specimens and full details of Rotaprint. 
NAME ao. 
ADDRESS 


Pin this Enquiry Form to your letterheading and post to: 
APRINT LTD., HONEYPOT LANE, LONDON, N.W.9 
Tel: COLindale 8822 (!2 lines) 


L2. | 


small offset 


AD MAN’S BOOKSHELF 


NOVEMBER 16, 1956 


Published today is a work that 
should be required reading for 
every student of typography and— 


A ‘must’ for every 
advertising agency 


DURING the three years in 

which this book* has been 
in preparation, its author has 
sought advice and informa- 
tion, as he explains in the 
preamble to a four-page list of 
acknowledgements, f rom 
“many friends, old and new, 
far and near.” 

Now that the fruits of his 
painstaking labours can _ be 
studied, it need no longer remain 
a matter of secrecy that some of 
these friends felt distinctly 
apprehensive as to the outcome 
of the exercise. 

Let it be admitted without 
delay or qualification that their 
anxieties were entirely ground- 
less: Mr. Day's ambitious 
project has achieved a trium- 
phant vindication for which 
generations of advertising men 
will have cause for gratitude. 


A worthy successor 


In its general approach and 
scale of content this book emu- 
lates the classic of Sir Francis 
Meynell, The Typography of 
Newspaper Advertisements, pub- 
lished in 1929 and long out of 
print. Mr. Day’s work reveals a 
similar gift for elucidation with- 
out pedantry and compression 
without over-simplification, and 
both books are outstandingly suc- 
cessful in their choice of illustra- 
tive examples which illuminate by 
contrast and comparison. 

As a sub-title, this book is de- 
scribed as “ A practical summary 
of principles and their applica- 
tion,” but it is only fair to add 
that this is a far-too-modest in- 
troduction to its manifold scope 
and versatility. 

Whether for student reader or 
advanced practitioner it provides 
an invaluable historical back- 
ground to its subject as well as a 
vast (but always well-digested) 
mass of practical information and 
data. 

It achieves, in fact, that rare 
but very desirable distinction of 
a technical text-book of combin- 
ing readability with permanent 
reference value. It can be studied 
with entertainment as well as 
with educational benefit and is 
also self-evidently destined to 


* The Typography of Press Advertise- 
ment by Kenneth Day, with a Fore- 
word by Lord Mackintosh of Halifax, 
 ;coeee by Ernest Benn Ltd., price 
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The cover is as striking as the 
contents are valuable. 


become an essential working tool 
of the advertising typographer 
and art director—an invaluable 
desk manual and repository of 
facts and sources which have 
hitherto required many volumes 
to supply comparable service. 

Its world-wide catalogue of 
type specimens occupies some 80 
pages, including most of the dis- 
play faces used during the past 
quarter century and over 60 text 
faces. 

The display series—some 200 
in number—are shown in com- 
plete alphabets, and text series 
are each shown in two sizes set 
in 100-word paragraphs. 


Range of types 
It is a difficult task to find any 
notable omissions from Mr. 


Day’s selection, which has the 
advantage of including some of 
the latest British, European and 
American display types, as well 
as the latest additions to our text 
composition repertory, such as 
Linotype Jubilee—which offers 
significant promise as an out- 
standingly economical but un- 
cramped design for newsprint 
reproduction. 

The examples of press adver- 
tisements reproduced (which com- 
prise over 150 settings) occupy 
some 80 pages printed on fine 
newsprint. 

They have been selected with 
obvious care and discernment 
and every one deserves close 
study not only for its indivi- 

@ Continued on page 30 
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THE WISE ADVERTISER 


Area Offices in 


NEVER FORGETS! 
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GLASGOW. 


NEWCASTLE UPON TYNE 


He remembers always the need 
to keep his name and product 
constantly before the public, and 
he knows the value of bright, 
colourful posters in doing so. 


Throughout Scotland, North 
East and North West England, 
North Wales, Northern Ireland 
and Eire the effectiveness of such 
posters can be increased by the 
use of David Allen sites, placed 
to command the maximum 
attention of the passing public. 


David Allen & Sons Ltd., 
7, Buckingham Palace Gardens, 
London, S.W.1, 


Telephone: SLOane 0711. 
Telegrams: Advancement Sowest London. 


LIVERPOOL BELFAST DUBLIN 
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NO MORE ‘FLAPS’ 


with this streamlined system 
of progress control 


What's the biggest headache in advertising? 


Well that’s a point on which the Advertising Executive 
will probably differ from the creative staff... the Agency 
from the Advertiser. 


But all will agree that one of the chief worries is—time. 


Copy ... artwork . . . production, with these and many other 
items time is always the vital factor. 


For such an essential problem there can only be one answer 
—a system of streamlined progress control. 


And here it is—a method by which every job is pin-pointed 
stage by stage with no fear of a missed deadline . . . no ‘ flap’ 
. no duplication. Work progresses smoothly—quickly— 
efficiently. 
And it is compact. In place of a mass of papers, books, memo- 
pads that hide more than they disclose, there is a slim panel 
or book that fits snugly in a drawer and yet contains the full 
story of all your advertisements. 


With the book opened, visibly-edged cards will show exactly 
how each job is progressing . . . coloured signals will spotlight 
the deadline for each stage from space-order to insertion while 
a finger-flip will reveal the entire history of every job. 


Press insertions . . . leaflets . . . posters . . . film and television 
advertising can all be tightly controlled by this system which 
is equally suitable for agency or advertising dept. 


Additional records will give you a complete analysis of the 
yearly appropriation . . . details of cost per insertion, enquiry 
and sale . . . the pulling power of different media and all other 
relevant details. 


This system has been devised by advertising men for advertising 
men. Every problem that can arise has been probed and 
answered. Its efficiency is proved by the fact that advertisers 
and agencies throughout the country have found it invaluable. 
For full details just write ‘‘ Advertising Progress Control ”’ on 
your headed notepaper and post to the address below. 


VISIBLY BETTER RECORDS 


THE SHANNON LTD. 
30, Shannon Corner, New Malden, Surrey. 


30 
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Ad Man’s Bookshelf—con. 


dual merits but for its repre- 
sentative function. 


A special index lists the exam- 
ples under the names of. their 
responsible agents, and an intro- 
ductory note draws attention to 
some of the historical highlights, 
such as the first British strip- 


| cartoon continuity advertisement, 


the first national press Guinness 
advertisement (1929) and some 
early—but timeless—C. W. Hob- 
son classics. 


The volume was printed by 
Butler and Tanner Ltd., on paper 
supplied by Townsend Hook and 
Co. Ltd., with blocks made by 
the St. John’s Engraving Co. Ltd. 
The text matter is set in Mono- 
type Fournier, with Bodoni 
Heavy display lines for prelims 
and chapter headings, and Times 
Roman drop initials. 


Sound in detail 

The typographical style is pleas- 
ingly unpretentious but effective, 
the double-column text composi- 
tion legible and sound in detail, 
and the letterpress machining 
throughout is exemplary. The 
press-work problems of the type 
specimen pages and of the 
advertisement examples provided 
particularly exacting problems of 
inking and impression which have 
been overcome with notable 
success. 


“Here is a book,” says Lord 


How to sell 
Sales on a Shoe String, by Sydney 
Hyde, published by André Deutsch, 
price 18s. 
HE author of this book 
has drawn on his long 
experience in the publishing 
and bookselling world to 
present the often seemingly 
antagonistic problems of the 
publisher and the bookseller— 
and he has done it so well as 
to leave no pot to call the 
kettle black. 

The volume amounts to an 
admirable re-statement of trade 
problems, and if it has not 
carried us very far along the road 
to a solution, that is not to damn 
it with faint praise. 

Even to re-state and re-examine 
the problem is a useful service. 

Here, producer and retailer 
can.look over the fence and see 
how, in each other’s back yards, 
tares are no respecters of persons. 
They grow in common variety, 
and only by common effort can 
they be cleared. 

One of the problems is the 
slender margin out of which 
must come money for publicity. 
Mr. Hyde examines that aspect 
thoroughly, and his assessment is 
not too encouraging. 

Are publishers, and book- 
sellers, too stuffy and dignified 
in their approach to the selling 
problem? The writer of the 
epilogue, William Foyle (this 


| part of the book, unfortunately, 


Mackintosh in his penetrating 
foreword, “which tells you all 
you need to know about its sub- 
ject. . . . Advertising, no less 
than any other business or pro- 
fession, demands hard work and, 
if the job-is to be well done, an 
infinite capacity for taking pains. 


‘Maintenance of standards 


“This book is an aid in showing 
the way, and observation of the 
principles laid down should make 
for less of the pain.... There is 
a finality about the printed word; 
let us be sure that the truth onl 
is to be told and, as the boo 
helps to show, the ways of pre- 
sentation maintain a high stan- 
dard commensurate with their 
ever-growing importance.” 

The intrinsic importance of the 
typographical contribution to the 
creative complex of press adver- 
tising is probably greater today 
than at any time during the com- 
paratively brief history of the 
subject. 

This book worthily reflects its 
current status and at the same 
time enables the more recent re- 
cruit to the advertising world to 
appreciate the achievements of 
the pioneers of the inter-war 
years. It deserves to become 
“required reading” for every 
student and an indispensable re- 
ference volume in every agency 
and advertising department.— 


R. S.H 


more books 


is much too short), believes that 
they are. Books, he says, come 
under the heading of “entertain- 
ment,” and some showmanship, 
therefore, should be introduced 
into the business. 

—s, is said about book 
pricing. Here is stuffiness! 


State the price 


There may be gold in them 
thar flaps, but how often can 
one read the flaps and see the 
price in the bookseller’s window? 
Book buying is still, for most of 
us, something of a speculation, 
and the prospector does like to 
know what it costs to stake his 
claim. Surely many books linger 
in the window because we have 
not the courage to enter the shop 
to ask “how much?” 


Let’s be a little less 
about price tickets. 


Advertising men will no doubt 
agree that authors, editors and 
publishers are rarely good copy- 
writers, and that if book a 
licity is to be successful it should 
vie with its more commercial 
competitors. Perhaps the adver- 
tising world will take a less re- 
mote interest in book publicity. 
But there will be no money in 

! 


snooty 


The prologue has been written 
by Sir Alan Lane, and there is a 
chapter on American methods by 


Fon Boardman.—H. N. M. 
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LONDON AIRPORT 
Cowling Signs are seen — everywhere 


= ' THE COWLING 
GUARANTEE 


Every Cowling sign 
plate is guaranteed 
for 3 years against 


FADING 


CHALKING 
DISCOLOURATION or 


DETERIORATION . N. L. Cowling (Chariton) Ltd. 
Unless caused by Armstrong Gardens, Woolwich Road, 
mechanical damage J London, S.E.7. Telephone : Greenwich 0051/2/3 
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The signs that are made 
to sell first and LAST 
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The eight papers of the “KENTISH TIMES” Series 
have an intense coverage throughout 130 square 
miles of the County with an average weekly 
net sale (A.B.C.) of 


89,826 


PLAT RATE 26J- PER S/C INCH 
Largest Net Sale in Kent 
“KENTISH TIMES | 


SERIES 


latignum 
Pens, Pencils 
Balipomts 


11 


“PENORAMA” 


PLATIGNUM’S DISPLAY UNIT 


yer” Designed and Manufactured by 


ey C. & R. WARD & CO. 


We are ready to submit ideas and 
prototypes to suit YOUR product 
in metal, wire, or perforated board. 


DISPENSERS « SALES AIDS 
DISPLAY UNITS 


Cc. & R. WARD & COMPANY 
la, ALGERNON RD., LONDON, N.W.4. 
Telephone : HENdon 8902 


Scoop of the evening, beautiful scoop... 


We are only a young paper (one year and two 
4 months old, to be precise), but everybody 
i that’s anybody is reading us. For why? as his 
Lordship asks. Because we are sizzlingly 
up-to-date with the news of the world of print 
and the graphic arts. Much of our news is 
exclusive and scoops are a matter of common 
practice. For the modest sum of ninepence 
each week you too can be in the know. .. . 
Get your copy now. 


PRINTING, PRESS & PUBLISHING NEWS 
110 Fleet Street, London, E.C.4 
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A major national event gave 


local papers 
increase their ad 


the chance to 


revenue 


Motor Show yielded theme 


for big supplements 


ANY local papers ran 
special supplements during 
Motor Show week—and most 
impressive they were, too. 
The Semerset County Gazette 
came out with an eight page sec- 
tion containing no fewer than 


1,136 single column inches’ of 
advertising. I liked the big bold 
heading to start it off—the words 


“motor show” reversed in black 
outline hand-drawn lettering 
some two inches high super- 
imposed on a grey-tone drawing 
of the Earls Court building, 
with silhouetted crowds pouring 
through the doors. 

Another bigger - than - average 
supplement on the same subject 
was the Bournemouth Times’ 
16-page “Motor Show Review.” 
This had a two-colour front page 
and was printed on mechanical 
stock in tabloid format. About 
half of the space was devoted to 
advertising—the rate being the 
paper’s normal 15s. per single 
column inch. 


Increasing the volume 


Says G. M. Hughes, advertise- 
ment manager: 

“Since we are only able to 
print 16 pages as a maximum 
with our newspapers, this 
tabloid review enabled us to 
increase our volume of adver- 
tising and also give readers 
value for money. You will 
observe that the price for the 
14-page “Bournemouth Times” 
plus the Motor Show Review 

| is only 2d.” 
Another impressive motor 
show supplement was produced 
| by the West Herts Post. Of 12 
| pages, tabloid size, it contained 
| 


JOHN ROBERTS 
nine pages of advertising—with 
many first class editorial features. 

The Weekly Post series—cover- 
ing West London suburbs of 
Ruislip, Harrow, Southall, West 
Drayton, etc.—had a four page 
supplement on the Motor Show. 
In the same issue (October 17) 
the paper also had a one-page 
feature on rock ‘n’ roll. 

They wonder if they are the 


first to carry an advertising 
feature on this latest musical 
craze. 


I shall be surprised if they are 
not. 

Any other claimants for the 
odd honour? 


Special feature 
about underlay 


THe KEMSLEY organisation's 
Evening Gazette—circulating in 
Middlesbrough and the — sur- 
rounding area—had an impres- 
sive whole page advertisement for 
Duralay (the carpet underlay 
material) in their October 4 issue. 

The manufacturers took the 
top half of the page—headed 


“Double the life of your carpets 

with Duralay’—which incorpor- 

ated details of the cash prize quiz 
@ Continued on page 34 


WELLINGTON JOURNAL & 


Mm SHREWSBURY NEWS 
| NET SALES 00.300 WEEKLY (ABC) 


London Representative 
DAVID L. CLACKSON, 80 FLEET STREET, E.C.4 (Fleet St. 2626) 
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NATIONAL BOAT SHOW 
NUMBER 
January, 1957 


Press date for ordinary advertisements, December 7 


TEMPLE PRESS LIMITED, BOWLING GREEN LANE, LONDON, E.C.1 
Terminus 3636 2-3039 London Telex 
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. . is that it represents an 
accurate cross-section of the 
British market. 

Business, Professional, 
Leisured, Industrial and Agri- 
cultural classes are all included 
in the city and adjacent country 
areas. When you consider that 
you can secure blanket coverage 
of this cross-section (14 copies 
forevery house in the city)—as 
well as a big circulation in West 
Wilts, and North Somerset 
through the Branch Offices at 
Trowbridge, Chippenham, 
Devizes, Radstock and Keyn- 
sham) by using ONE paper—the 
Bath Chronicle, at a cost of 
only 10/- per s.c.i., the beauty of 
Bath as a test area becomes 
apparent. 

When you remember that this 
very area is one of the most 
prosperous in Britain, the wis- 
dom of including the Bath 
Chronicle in any schedule in- 
tended to cover the West is not 
just “ apparent "—it sticks out 
a mile. 


You can’t cover the West 


Bath awitts : 
| Chronicle & HERALD 4 


ESTABLISHED I 760 


them :—SOMERSET GUARDIAN, WILT- 

SHIRE NEWS & BATH WEEKLY 

CHRONICLE. Get full details fon 5 re rn 

Roberts, 134 Fleet Street, <_— 

Arnold Ellis, oe ford House, 

ot, Mi or Head Office, 3 
Westgate 


Markei 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


Intensively cover the 
and prosperous area 
West Middlesex 


44,509 


136 HIGH STREET 
HOUNSLOW 


Phone : HOUnslow 0016-7-8 


lous 
South- 


London : Cur Jackson, 
Clifford’s Inn, E.C.4 HOL 361! 
‘ounder Member London Suburban 
and Home Counties Press Group 


Suasiewers’ 
Guide 


As a guide to 1957 appropriations 
we are pleased to announce that 
THE PLUMBER & JOURNAL OF 


HEATING will not be increasing its | 


advertisement rates on contracts 
placed and accepted before the end 
of this year—your current rate card 
is still O.K. Further supplies and 
specimen copies available from the 
publishers. 
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A 16-page supplement that 
pulled 68 manufacturers 


| contest being run in conjunction 
' with Tees-side stockists. The 
| bottom half page was composed 
| of 14 panels—each being an 
| advertisement for a local firm 
stocking the product. 

* . 


SUPPLEMENTS FOR local depart- 
ment stores are often found in 
provincial papers. 

But few are so impressive, or 
so large, as that published for 
Keightleys in a recent issue of 
the Isle of Ely & Wisbech Adver- 
tiser. Consisting of 16 pages, it 
described the new three-floored 
| store in great detail, with many 
| illustrations. No fewer than 68 
manufacturers (many of them 
national advertisers) took large 
spaces to advertise their products, 
all of which could, of course, be 
obtained at Keightleys’. 

* * * 


LOCAL DEALERS are more likely 
to take space if they are presented 
with an imaginative layout idea. 

Typifying such an approach 
was a scheme devised recently by 
the Sunderland Echo's advertise- 
ment department for four wall- 
paper and paint stores situated in 
the same street. Against a whole 
page back-drop of four contrast- 
ing wallpaper patterns appeared 
the selling slogan: 


DALE REYNOLDS & Co. Ltd. | 
32 Finsbury Square, London, EC2 | 


PRESS (LITHO) LTD. 


299-201 Gray's Inn Road, W.C.1. 
Terminus 0152 


TRADE OFFSET LITHO 


An Associate of the Kemp’s 
Group of Publishing Companies. 


“* CLASSIFIEDS ”’ 
PULL 


in 
Advertiser’s 
Weekly 
Phone yours to 
WATERLOO 3388 


“For newest designs and best 
quality ... Get your wallpapers 
and paints from Blandford 
Street.” 

At the bottom of the page were 
four 24 by 3 inch panels giving 
the names in bold type of the 
Blandford Street dealers. 

> * * 


RECENT issues of the Kentish 
Express have featured a run of 
large space composites, spotlight 
ing the value of this form of 
nationally-backed local adver- 
tising. A timely follow-up to the 
Radio Show was the 13 inch by 
eight column composite for a 
leading East Kent radio and tele- 
vision house, Knowles & Co 
(Ashford) Ltd. 

This was followed by a full 
page and 12 inch by eight column 
spaces for the same firm's 
“Quality Fortnight,” which fea 
tured more than a dozen nation- 
ally advertised products. Then 
came Dunnings of Maidstone, a 
large departmental store, with a 
10 inch by eight column send-off 
to their autumn fashion season. 

The busy agency responsible 
for this spate was the Goble-Bone 
Partnership of Maidstone, who 
handle both accounts. 

. Nice billing if you can get 
it! 


MEREDEW 


Your eyes 
taste wil) tel) ae 


| This advertisement of Alexander Thomson (Furnishers) Ltd., 
appeared 
featured famous brand names and slogans. 


Road, Peterborough, 
Advertiser,” 


which 


“For 


gracious 
ae living " 


BY Cutiens 


Sitting is believing ! 


Fer gracious sleeping 


Park 
“Peterborough 
This item is 


in the 


very clear proof of the promotional activity of at least one retailer 
whose enterprise ensures manufacturers a fair billing. 
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CLIENTS OF 
McCANN-ERICKSON 


ASPRO-NICHOLAS LTD: 
Lifeguard Disinfectant 


CARRERAS LTD: 
Tobacco Products 


COLGATE-PALMOLIVE LTD: 
Cadum Toilet Soap and Product Development 


ECONOMIST NEWSPAPER LTD: 
“The Beonomist” 


ELECTRIC & MUSICAL INDUSTRIES LTD: 
Columbia, Parlophone and Capitol Records 


ESSO PETROLEUM COMPANY, LTD: 
Petrol and Oil Products 


ESSO PETROLEUM COMPANY, LTD. 
(SPECIALTY DEPARTMENT): 
Flit Insecticide and Esso Handy Oil 


T. & W. FARMILOE LTD: 
Ceilingite and “ Nine Elms” Paint Products 


INTERNATIONAL HARVESTER 
COMPANY OF GREAT BRITAIN LTD: 
Farm Machinery and Trucks 


INTERNATIONAL HARVESTER 
EXPORT COMPANY: 
Farm Machinery and Trucks 


J. LYONS & COMPANY LTD: 
Confectionery, Ice Cream (Television) 


MANUFACTURERS TRUST COMPANY: 
Banking 


NABISCO FOODS LTD: 
Welgar Shredded Wheat, Shreddies and 
Mary Baker Cake Mixes 


MICHAEL NAIRN & COMPANY LTD: 
Floor Tiles 


OLDHAM & SON LTD: 
Batteries 


REVLON INTERNATIONAL 
CORPORATION : 

Lipstick, Nail Enamel 

and complete range of cosmetics 


STEMCO LTD: 
Gilbarco Petrol Pumps 
and Brodie-Kent Liquid Measuring Meters 


JOSEPH STEPHENSON & 
COMPANY (LONDON) LTD: 
Golden Fleece Pot Scourers 
and Silver Fleece Soap Pads 


TAMPAX LTD: 
Tampax and Holly-Pax 4 F ove z . 
If you wish to discuss this in a confidential way please write to 
WRIGLEY PRODUCTS LTD: Mr. T. C. Grant. 
Chewing Gum 


You may be assured that the strictest confidence will be observed. 


McCANN-ERICKSON ADVERTISING LIMITED 


McCANN-ERICKSON HOUSE - FETTER LANE - LONDON - EC4 


FLEet Street 6543 
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ADVERTISER'S WEEKLY 


1/- monthly 


Here is a magazine that is going to be of enormous interest to 
Britain’s 15 million householders. The publishers of this new 
monthly know from their own experience in organizing the 
four great annual Do-it-yourself Exhibitions just how exten- 
sive is the public interest in handyman equipment, tools and 
materials. 

DO-IT-YOURSELF will be produced by Experts for 
Amateurs. It will combine authority with popular appeal. 
A team of experts will pack every issue with sound, practical 
how-to-do-it features and pictures about Home, Garden and 
Workshop. Above all, readers will be able to rely on the 


accuracy of DO-IT-YOURSELF. 


Published by 
THE LINK HOUSE GROUP 


Organizers of the International Handicrafts, 
Homecrafts and Hobbies Exhibition. 
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—— 


it-yourself 


PRACTICAL MAN 


at -~f— ats 


eerie: THE HOUSE 


ADVERTISEMENT | 
RATES: 


£150 per page 
and pro rata 


KENNETH C. CLAMP 
ADVERTISEMENT MANAGER 


LINK HOUSE, STORE ST., W.C.I. 


Telegrams: - Aviculture, 
Westcent, London. 


Telephone: - MUSeum 9792 (10 lines) 


| SPECIAL ‘LAUNCHING OFFER ! 


REDUCTION FOR. 


| 3337, ho & 3 £100 


SIX ISSUES & PER PAGE 
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ADVERTISER’S WEEKLY 


REVIEW OF POSTER ADVERTISING 


The competence is there and the 
general level of poster design is 


undoubtedly improving. But why is 
no great and memorable 


impact made? 


matter of courage 


says STUART LEWIS 


OSTERS~ which really 
demand attention are like 
the little girl in the nursery 
rhyme: when they are good 


they are very, very good, and 
when they are bad they are 
horrid. 

The trouble today is that most 
posters are neither very good nor 


PRINCIPAL 


BRANCHES 


It’s really only a 


horrid. They score a well-earned 
B+ and remain in the middle of 
the class, undistinguished by 
either brilliance or ineptitude. 


And I suspect that as a result 
many of them remain largely un- 
noticed by their huge consumer 
audiences. 


As for their monthly critic, 


In the opinion of 
Stuart Lewis, the 
little stork is hold- 
ing his own in the 
competitive —mar- 
garine arena. In 
current posters he 
is vigorously enter- 
ing the dance with 
energetic and jolly 
housewives — 
and young skaters. 


whose job it is to try to study 
them all, he finds increasing diffi- 
culty in apportioning praise or 
disapproval; for quite often 
neither is deserved. 

Competence is competence, and 
that is that. 


Because the general level of 
poster design in this country is 
steadily improving, the top level 
must of necessity improve still 
further. This puts a _ tre- 
mendous onus, not so much on 
good designers of whom there 
are many, but on managing 
directors, advertising mana- 
gers, account executives, art 
buyers, plans boards, pretty 
secretaries, office boys, and the 
rest of the human chain so 
intimately concerned with the 
commissioning, production and 
final approval of posters. 


Opening Time is 
GUINNESS 
TIME 


NoveMBER 16, 1956 


owt 


jet TT Pia 


This quiet piece of fooling, thinks 
Stuart Lewis, must appeal to 
everyone .. . it flouts the “cute 
kid” convention and he has given 
it an enthusiastic welcome. 


Yet, as many of us know, given 
the right idea and the right 
designer the rest is courage—that 
let’s-have-a-go-and-to-hell-with-the 
critics state of mind. 

How seldom, even when the 
right idea and designer are 
found, is the necessary courage 
plucked up! 


* . * 


Now anp then, of course, it 
happens—and something happens 
on the hoardings. There appears 
a remarkable poster, a design 
which conveys its message clearly 


@ Continued on page 40 


This grim reminder from olden times brings with it a message of 


contemporary pleasure. 


MANCHESTER 


Ws rc 


BIRMINGHAM 


LEEDS 


G.L. McLELLAN- DIRECTOR 


WATFORD 


The slogan, as Stuart Lewis has remarked, 
is very apt. 


SOUTH COAST 


a ; os 
ee 38 CC ’ 
: : at os i) 
ey & ia *) 4 
i fH Sean 
| a | | , By ag 
‘ , 4 . is Pe i q 
.—ClF>aae 
& wily =. + * - | 
id - FO) €% : y 
f a2 , . “« 
i : : “feet ; rf " a 
, » « % _ 
4 
‘ » %, ' : 
. - = 
7 > a | 
| ee A 8 me y : . " : e 
4 —_ ee Pie 
.) fe ae 
i 
Cie a : fe 
ii 
| a 
ee ee 
. ? Ber asi 
be oN ae : i? fone rig é ; 
: eer bach: “a 
a \ = _ : ts s 
% ‘ i oe ‘em ee SS “ ess a Sin es \ 
ed ae eS 
Oi 
é tei - % 
pi fence ae fA » , 
. - ; a 
“7 Ve | 
3 ronemosr 1m LoKD0H 3 BOR O Ez rT AND 
E : pea eh be > aE re er 
IGINALIT ny 
= AND IN 4 EFFICIENT SERVI 
wae TEMPLE BAR 2468 112 HIGH HOLBORN, W.C.1. ee 
- - iz ee: — a ee ad t : a id 


NoveMBER 16, 1956 


ADVERTISER'S WEEKLY 


A Solus Transformation 


OVALTINE 


@ Solus Sites improve the Amenities 


This photograph of a National Solus Site in a commercial area shows how a derelict 
wall can be cleaned up and re-modelled to become an attractive poster position—and, at 
the same time, greatly improve the local amenities. National Solus Sites are available in 
all commercial areas in England and Wales. 


NATIONAL SOLUS SITES LTD. 


56/60 STRAND + LONDON + W.C.2 + TELEPHONE: TRAFALGAR 4922.-3-4 


DIRECTORS: T. A, ALLAM (Managing Director) . S,E, CARTER + P. W. FELTON + R, H. LAWSON 


MEMBERS OF THE SOLUS OUTDOOR ADVERTISING ASSOCIATION LTD, 
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WH 


Our recently completed, fully visual system 


for the planning, servicing and checking of 
all Outdoor Advertising operations is based 
on 67 years of practical experience. It is 
designed to cope successfully with the ever 
increasing demands of today and tomorrow 
—and so to maintain the high standards of 
efficient service, always associated with our 
name in the Outdoor Advertising field: 
May we show you how we do it? 


% 


WALTER HILL & CO., LTD. 


OUTDOOR ADVERTISING AGENTS 


67-69-71 Southampton Row, LONDON, W.C.1 
Telephone; MUSEUM 8701 (5 lines) 


aaa Ia Ia Ia Ia Ia Ia Ia Ia Ia Sala Ie Io IIs 


3.000 POSTER SITES 


with complete coverage oe 
of the Manchester Area 


Manchester Poster Seummes Lid 


_ 27-29-31 Bootle Street, Deansgate, Manchester 2 


First Class Service 
Inspection and 
Maintenance. 


PADDINGTON 0186/7 


HARROW BILLPOSTING 
37 SPRING STREET, W.2 


40 
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mothers and the young 


The Oxo cube 
masquerading as 
an ox has found 
favour with Stuart 
Lewis (ADVER- 
TISER’S WEEKLY, 
October 19, page 
44) although he 
does not think that 
the slogan says 
very much. 


and in a way which cannot be 
missed and must be remembered. 
This month Chivers have 
done the trick, with their little 
girl in the yellow dress. Drawn 
in a free child-like style, she 
occupies most of the poster and 
is standing against a striped 
wallpaper background. She is 
accompanied by a quaint but 
curiously appealing cat. 

What and where, you may ask, 
is the product? 

It is a red Chivers jelly in a 
wide blue bowl, which the little 
girl is holding like a hat on the 
top of her head. 

This quiet piece of fooling 


the flavoury cube 
of savoury fame 


must surely appeal to everyone. 
Here is a poster which flouts the 
“cute kid” convention—as ably 
interpreted by Lyons, Walls and 
others—and speaks to mothers 
and the very young in an idiom 
that is not only familiar but 
warmly acceptable to both. 

Although the drawing is by an 
adult (W. Gayler), it somehow 
avoids the self-consciousness of 
most pseudo-juvenile work. Sur- 
prisingly, it achieves an authen- 
ticity and authority which can be 
seen and felt at a glance. 

7 7: * 


“MIND THAT Child.” 
@ Continued on opposite page 


The little bird in the current Stork margarine campaign makes a call 


upon a house decorator. 


This campaign, in the view of Stuart Lewis, 


is the most memorable for such a product now running. 
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SURVEY 
OF 
POSTERS— 


continued 


This is a reproduc- 
tion of a_ poster 
issued by the 
“Little X” people 
for use inside the 
stores stocking the 
product. Scenes 
fromthe advertising 
film (ADVERTISER'S 
WEEKLY, October 
26, page 41) have 
been presented 
down the right 
side. The black 
uniformed symbol 
figure has the ap- 
proval of Stuart 
Lewis. 


An excellent slogan, in that it 
addresses itself with equal em- 
phasis to parents and motorists. 
Allied with the appropriate illus- 
trations, it says in one breath, 
“Control that child,” and in the 
next, “Control that car.” 

While the illustrations (perhaps 
deliberately) lack the dramatic 
quality of former road-safety 
propaganda, they at least possess 
the common denominator of an 
easily remembered symbol—a red 
hand which bears the warning 
slogan. 

A little girl is about to cross 
the road—the red hand is there 
to protect her. A motorist is con- 
fronted with a boy cyclist about 
to swerve across his bows—the 
red hand is there again ; and this 
time it is the motorist’s on his 
own steering wheel. 

The recognition value of this 
campaign is very considerable, 
and even though the presentation 
fails to pull out the vox humana 
it strikes a powerful chord. 


* * * 


TALKING OF symbols which are 
clear and readily remembered— 
and which actively help to convey 
the message—I award full marks 
to “Little X.” 

In the hot-house of fashion 
advertising, this striking figure of 
a girl in black silhouette—arms 
upstretched and legs astride to 
form the letter X—is indeed a 
breath of crisp fresh air. Half- 
way up (or down) the figure is 
the little garment advertised— 
clearly shown in white. 

And as one travels up or down 
the London Transport escalators 
where this poster is displayed, one 
cannot miss the simple visual ex- 
pression of what is certainly a 
somewhat technical story. 


* * * 


THE NEW poster for Chocolate 
Penguin exploits the old gag. 
“Shut your eyes and open your 
mouth.” And it exploits it well. 

Nevertheless, there is something 
slightly worrying about these two 


hard-working juvenile models. 
Without a doubt they are beauti- 
fully art-directed, photographed 
and reproduced by the litho- 
graphic process. But is there not 
a feeling at the back of one’s 
mind that it is high time that they 


were back at school, where work | 


is less arduous? 

Perhaps the answer is simply 
this: 

That child photography for 
adyertising is one of the most 
difficult problems which can 
ever face an art director how- 
ever good the photographer he 
chooses. 

I say again that the Penguin 
photography is excellent. It tells 
its story with economy and im- 
pact. Yet does it really ring true? 

* * * 
_ SURELY THE waiting millions 
(in a rather older age-group) will 
respond more readily to the 
newest Guinness poster. This 
shows a suit of armour contain- 
ing, one presumes, a_ thirsty 
knight. The slogan aptly refers 
to “opening time.” 

* * * 


MARGARINE ADVERTISING is not 
at all easy. In the past year or 
two we have seen every kind of 
domestic scene and all the props 
—dads, mums, kids and the rest 
—and even pretty girls vaulting 
gates. 


There is little doubt that the 


entering the dance with jolly 
ey ney and —, su 
Porting slogan, “ e 
with Stork.” ~ 


If the stork’s backers have 
decided that this is the party line, 


then he and his designers are 


doing a splendid job. Stork 
advertising is by far the most 
effective and memorable mar- 
garine advertising to be seen at 
the moment. What it lacks in 
information is amply supplied by 
its mood. 


In short, it is clever stuff. 


2) He was holding forth on tennis technique. 
>) **My brain” said he,** barks out a peremp- 
tory command to my body. ‘Run forward,’ 
it tells me, ‘at full speed, intercept the ball 
as it crosses the net, smash it hard out of 
your opponent’s reach. Then walk back at 

your leisure.’ ” 


“ And then what?” 
“ And then, my body says, ‘who—me?’'” 


How often do we see genius frustrated by 
the limitations of the instrument and 
brilliant conceptions brought to nought 

by the shortcomings of equipment ? 
There is no excuse, today, for producing 
laboured, pedestrian layouts by out- 
dated, rule-of-thumb methods. The 
Grant has changed all that. On the 
Grant you can watch your ideas take 
on practical shape. It won't add wings 
to your feet, but it will eliminate weary 
effort from your visualising and enable 
you to get to grips with tasks at present 
out of your reach. And—it will give you 
years of efficient service. 


The Grant Production Co. Ltd., 

4 Rathbone Place, London, W.1 (Museum 
8717), 47 Cornwall Street, Birmingham, 3 
(Central 4131) and 7 Little Park Street, 
Coventry (Coventry 64978). 
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LANCASHIRE & NORTH WESTERN 
Poster Advertising Association 
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Opportunities for 


SELLING 


THE ILLUSTRATED 


LONDON NEWS 


The Nielsen Study* shows that a third of all 
ILN readers are among those privileged to 


hold positions of public responsibility and 
that over 70% are members of professional 9 
bodies, learned societies or associations. The 
many hundreds of advertisers who use the S 
‘ 


ILN are listed in a new promotion brochure 
** THE MIGHTY INFLUENCE OF THE ILLUSTRATED 
LONDON NEWS”’. 


THE TATLER : e 
Measured by RESULTS, The Tatler is ay 
probably one of the greatest sales makers of ; e f 


our time. Of course, no publication can be 
all things to all advertisers but this we can 
say with no fear of contradiction: that for 
selective selling of high quality merchandise 
The Tatler has no equal. 


THE SKETCH (fortnightly) 


If, after explaining to a client the many 
obvious merits of The Sketch fortnightly as a 
medium for advertising high quality merchan- 
dise, he still shows no interest, there is only 
one thing to do: put a copy into his hands so 
that he can see for himself how many famous 
firms grace its advertising pages. Then, per- 
haps very, very tactfully, the point could be 
made that shrewd advertisers like these don’t 
grope. They know that The Sketch pays .. . 
in sales! 


SPORT & COUNTRY 


There is nothing “small” about Sport & 
Country readers — 56.3% farm 300 acres or 
more—who are among Britain’s biggest and 
most important agriculturists. A small appro- 
priation goes a long way in Sport & Country 
... it reaches the leaders of the industry with 
certainty at the lowest possible cost. 


The SPHERE is respected, trusted, and enjoy 


confidence of its readers. Wherever influential peop 


find it: in well-to-do homes, in Board rooms, hx 


messes and wardrooms, aboard most ships and aloft | 


air lines. It makes itself felt deep in the heart of 


industry. Advertisers use The SPHERE 


whene 


power, long life and STABILITY count 


Over 47° of 
stantial four-fi 
ower rural or resi, 

houses with 5 
of over an acri 
38.1 %e Of then 
business. The | 
legal ane! chur 
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business leade 
policy in whie 


91% of SPH 
comparable ill; 


Se 1e00-1999- 27.2%: £2000-4999 
a and over=5.4 %» Based on 
udy of The Circulation of The § 


* AVAILABLE FOR ADVERTISING EXECUTIVES 
four Nielsen Circulation Studies and—for Sport & 
Country—a separate readership survey. 


WILLIAM Wo. stu 
‘ * STUDD, ADVERTISEMENT 
DIRECTOR, Liv 
° STKATED NEWSPAPER 
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joys the complete 
eople meet you will 
, hotels and clubs, 
oft with the world’s 
of British life and 


henever purchasing 


he Nielsen Study 


17°. of SPHERE readers enjoy a sub- 
/ four-figure income* and 90%, live in 
or residential areas—-over 80°, in 
with 5/10 rooms 30% have gardens 
‘an acre. 

of them are engaged in “ top-level” 
ss. The professions (academic, medical, 
int’ church) account for 14.03%. This 
ion of SPHERE readership among 
:s leaders is in line with an editorial 
in which business is a major feature. 


of SPHERE readers take no other 
rable illustrated newspaper. 


10-4999 = 14.5%: 
iased on Nielsen 
f The SPHERE) 
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and CONTRACTORS’ GUIDE 
in CoMaboration with the Ministry of Housing and Local Government 
are published every week in— 
BASIC PAGE RATE £40 
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The Architectural and Building Press 


ADVERTISER'S WEEKLY 


industry serves to emphasise the enormous 
value of the relevant trade and professional 


The vigorous health of the nation’s building 


publications as advertising media. They are— 


Journals that are read by men 


with power to spend millions 


rue gross circulation of the 
Architectural Review is 
now 10,000 copies monthly— 
the average net paid sales for 
the six months ending Sep- 
tember 30, 1956, being 9,386 as 
against an average net paid 
sales of 9,106 for the previous 
six months. 


The readers are mainly the 
leading architects in this country 
and abroad who between them 
are responsible for the expendi- 
ture of millions of pounds 
annually on building materials, 
products and services. The jour- 
nal is also subscribed to by lead- 
ing architects in all parts of the 
world. 

Some 120 pages of advertise- 
ments are carried each month 
and only those advertisements are 
accepted that are of interest and 
concern to the architect in his 
professional capacity. Special 
advertisement features are some- 
times planned to tie Up with 
special numbers of particular 
features. 


Description of buildings 


Thus, the January édition will 
present a preview of the build- 
ings of 1957. More than 50 build- 
ings will be fully described with 
accompanying plans, perspective 
sketches, working details and 
photographs of models. 

New materials and new build- 
ing techniques ; contemporary de- 
signs in furniture, fabrics and 
lighting fittings ; heating systems 
by electricity, gas, solid fuel and 
oil-fired boilers ; plastics, timber, 
aluminium, glass; sound insula- 
tion, thermal insulation ; external 
cladding, internal partitioning 
. . » all will be covered in over 
100 pages of illustrated advertise- 
ments representative of the lead- 
ing contractors, manufacturers 
and specialist sub-contractors. 

The claim of the publishers is 
that the Architects’ Journal has 
the largest net paid sale among 
architects of any weekly paper 


The information upon which this media survey has been 

based was supplied by the various publishers. It is a 

fair conclusion that the press under review is more 

powerful as a selling — than it has ever been be 
ore. 


published for the profession. Its 
gross circulation is 13,850 and the 
average net paid sales for the six 
months ended September 30 work 
out at 13,261 copies a week. 
The readership consists mainly 
of practising architects (both 
private and official) and their 
assistants. So far as readership 
and income brackets are con- 
cerned, while architects do not 
pay the cost of the buildings they 
design on behalf of their clients 
they are responsible for the ex: 
penditure of vast sums every yeat 
on building products and services. 


Range of advertisements 


Advertisements in the Archi 
tects’ Journal are almost entirely 
confined to building products, 
methods of construction, equip- 
ment, and materials of interest to 
architects in their professional 
capacity. The “Information 
Sheets” represent the original sys- 
tem of standard tear-out sheets 
of classified, fileable, technical 


TURNERS ASBESTOS CEMENT CO LTD 


One of the new 
London buildings: 
offices for the 
National Dock 
Labour Board, 
at the Albert 
Embankment. 


information on manufacturers’ 
products, and other design and 
planning data required by archi- 


rearroee Paak = MAMCHERTER 17 


This shows an artist's impression of the exhibition stand taken at the 
Public Works Exhibition by Turners Asbestos Cement Co. Lid. The 


event closes at Olympia. tomorrow. 


The company are exhibiting 


asbestos cement pressure pipes which are extensively used by authori- 
ties throughout this country and overseas for sewage, water, corrosive 


fluids, etc. 


The stand was designed by H. T. Cadbury-Brown. Above 


the office, triangulated objects continuously revolve to spell out the 
words “Turners ‘Everite’ Pressure Pipes. 


—— 
me 


eed 


i 


Photograph : The Builder. 
tects, prepared under editorial 


supervision. 


There have been two significant 


changes during the last year: 


@ The introduction of a modi- 
fied advertiser’s inquiry form 
has resulted in a great in- 
crease in replies to advertise- 
ments (over 60,000 having 
been passed on to advertisers 
between April 19 and Octo- 
ber 11 this year). Detailed 
records are kept in the jour- 
nal's office and may be in- 
spected at any time. 

®@ A system has been started of 
cost analysing buildings so 
that comparisons on cost can 
be readily made by architects 
between the various items of 
equipment and types of 
material which go to make 
up different buildings. 

In the latter connection, the 

publishers have stressed its great 


@ Continued on page 46 
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ADVERTISER’S WEEKLY 


The leading monthly trade journal specialising in 
materials, Firmly established among the executives 
of the Building Industry who direct, order and 
advise: it has proved an automatic influence in 
the production of orders for materials, com- 
ponents and equipment. 

The editorial consists of short, fully informative, 
illustrated paragraphs on developments together 
with authoritative articles, and the unique system 
of pre-paid stamped enquiry cards prompts readers 
to apply for further information then and there on 
materials, etc., of immediate interest to them. 


e 
“BUILDING MATERIALS ” being a monthly 


trade journal, is not torn up or thrown away but 
kept on the working desk and drawing boards for 
constant reference year after year. 


An advertisement in “BUILDING 
MATERIALS” thus works day by day as a 
permanent adviser whilst specifications are being 
prepared. 

e 

READERSHIP BREAKDOWN 


PERCENTAGE 


ARCHITECTS — ast ons 
BUILDERS _... eid ete os 146 


CONSTRUCTIONAL, STRUCTURAL 
AND CIVIL ENGINEERS... 


MUNICIPAL AUTHORITIES 


QUANTITY SURVEYORS 
CHARTERED SURVEYORS 


BUILDERS’ MERCHANTS 


MINISTRIES AND 
GOVERNMENT DEPARTMENTS 


UNIVERSITIES, SCHOOLS AND 
TECHNICAL COLLEGES . 
MISCELLANEOUS, 

PUBLIC LIBRARIES, ETC. 


“FLOORS” 


The established monthly Trade Journal 


THE EDITORIAL consists of scientific and technical articles 
on the construction of FLOORS, their production, and materials 
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THE ARCHITECTURAL & BUILDING PRESS 


A varied readership with 
a role in local affairs 


July, 1956 


BEN 1,788. Further details from moker, or use form (p. 19). 


This advertisement 
has enjoyed con- 
siderable and con- 
sistent success in 
“Building Equip- 
ment News.”  Fol- 
lowing an editorial 
on the “Waste- 
master’ in the issue 
of May, 1955, Dish- 
master Ltd. in- 
serted six quarter 
page advertisements 
for the equipment 
at about two- 
monthly _ intervals. 
As a result, the 


| journal’s readership 


service department 
forwarded 396 in- 
quiries received 
from architects and 
builders—an_aver- 
age of 66 per inser- 
tion. Dishmaster 
Ltd. have also re- 
ceived a large num- 
ber of 


Chuck your garbage 
down the Sink! 


"ata en ates 


Once a woman stes Wastemaster a. away 
im action, she'll never be happy 
ull there's one in her kuchen 
Wastemaster goes under the 
sink, in place of the normal out- 
let pipe. Into it gocs all the 
kitchen refuse — 
crockery, bones, everything but 
has to be ground up and flushed 


over Wastemaster! 
coming to you for informatioea— 
so be prepared with full details 


broken glass, 


inquiries . 
direct from readers. + 


| value to architects in these cost- 
| conscious times. 


The subject is 
so important that it is being 
studied by recently formed special 
committees of the Royal Institute 


| of British Architects and the 


Royal Institution of Chartered 
Surveyors. 


The journal. Specification is 


| published annually and now runs 


to over 1,300 pages. Gross circu- 
lation stands at about 5,000 and 


| the aim is to provide a complete 


guide to the writing of building 


| specifications. 


keep abreast of new materials 
and techniques. 

The guaranteed circulation of 
the monthly Journal of the Insti- 
tution of Municipal Engineers is 
8,000. This figure fluctuates up 
to 9,000 copies over the year de- 
pending on special issues. Over 
the last six months the circulation 
has slightly increased. It is diffi- 
cult to assess the numerical 
readership because many copies 
are sold to learned and technical 
libraries and also many local 
authorities, as such, are sub- 


available to the Architect, Civil Engineer, larger Builder, Municipal 


scribers so that the elected and 
Authorities, Ministries and Government Departments. 


political representatives on coun- 
cils are able to keep abreast with 


Industry-wide circulation 


SHORT, fully informative, illustrated paragraphs on develop- Founded nearly 80 years ago 


ments in construction and materials are a regular feature. 


The following extracts from — letters received prove that investment 
in the Advertising pages is a 


ILT EDGED SECURITY. 


“The extent and variety of the enquiries have convinced us that your medium is a very 
important one from the advertising point of view, and we have instructed our advertising 
agent that your journal is to be a ‘must’ in future advertising allocations.” 


“We have pleasure in confirming the receipt of the 186 enquiries from your readers and 
have forwarded to them details of our products.’ 


‘ having | received at least 60 enquiries from your readers asking for further details 
Quite frankly, the results have astounded us and the quality of the 
erquiries receiv ed is of the bighest order.” 


“The quality of the enquiries which you passed to us was practically without exception 
absolutely farst class and there is, as you say, no doubt that your journal does indeed 


STRATFORD PRESS LIMITED 
Stratford House, Eden Street, London, N.W.1 


Telephone : EUSton 5911 (10 ines) 


| primarily to provide craft educa- 
| tion in the building trade, the 


Illustrated Carpenter and Builder 
has developed in the last 20 years 
into a journal that circulates 
widely in all branches of the in- 
dustry—from the small builder 


| to the managerial and supervi- 
| sory staffs of some of the largest 


contractors in the country. 

The circulation has remained 
steady during the past year at a 
figure certified by the Audit 
Bureau of Circulations at more 
than 70,000 copies a week, and a 
recent price increase of from 4d. 


| to 6d. appears to have had little 


effect. Because of its varied 


| readership the journal is used by 


advertisers of all types of build- 


| ing materials and equipment. It 


is specially valued as a medium 
for reaching the small and 
medium sized builder anxious to 


municipal engineering works. 

The readership is composed of 
chartered municipal and county 
engineers, both chief officers and 
their technical departmental staff 
covering road construction, hous- 
ing, bridges, sewerage works, sea 
defence works, water supply, 
traffic and parking, street clean- 
ing and refuse collection, street 
lighting, parks and _ recreation 
grounds, etc. In addition there 
are building machinery and plant 
manufacturers as well as public 
works contractors. 

Because the bulk of the reader- 
ship is represented by professional 
engineers who. are members of 
this royal chartered institution, 
the majority of readers fall into 
income groups A and B 

The overseas circulation is be 
tween 10 and 11 per cent, ie., 


@ Continued on page 48 
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pai Wake atone 
who bid for Public Works and other — 
~ Constructional Projects. It is an up-to- | 


_ THE CONTRACT JOURNAL CO. LTD. 32 SOUTHWARK BRIDGE ae cud 2 
ee | Telephone: WATerloo 3411 


Published in the interests of British building and civil engineering industries. 
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THE ARCHITECTURAL & BUILDING PRESS 


Journals that inform of 
materials and methods 


approximately 800 copies per 
month circulating in some 47 
Commonwealth and foreign coun- 
tries. This overseas readership 
relates to members of the Institu- 
tion holding senior central and 
local government engineering ap- 
pointments and their staff, to- 
gether with public works and 
building contractors and _ the 
libraries of learned and engineer: 
ing societies abroad. 

Technical advertisements are 
carried by the journal on all 
aspects of municipal and county 
engineering. 

The Plumbing Trade Journal is 
read by plumbers, sanitary engi- 
neers, plumbing teachers, archi- 
tects, heating and ventilating 
engineers and apprentices. The 
circulation is around 6,600 a 
month, 


Most numerous class 


The circulation of the Master 
Builder is now up to 8,000. The 
journal appeals most to the small 
master builder — the most 
numerous class in this field—and 
is read by the buyer in any 
organisation. There is a “Buyers 
Guide” feature additional to the 
normal displayed space and 
classified advertising. 

The circulation of Architec- 
tural Design has increased regu- 
larly each year since 1949 until 
1956. In January of this year the 
sellin price was increased from 

a to 3s. 6d. and the format 
of the journal was altered. The 
page size was altered (reducing 
the length and increasing the 
width). A drop in circulation was 
expected as a result of this price 
increase, but the Audit Bureau 
of Circulations sales figure for 
January-June 1956 shows a reduc- 


-_ 


An example of modern architecture applied to schools. 


tion of only 67 copies per month 
—or under one per cent. 
The last three ABC certified 
sales figures are: 
1955 


7,903. 

July-Dec. = 8,121. 

1956 

Jan.-June = 8,054. 

The readership is almost wholly 
made up of members of the archi- 
tectural profession (architects, 
architects’ assistants, and stu- 
dents). A small number of 
builders, surveyors and civil engi- 
neers also subscribe to the journal 
and approximately 1,600 copies 
are purchased by overseas 
readers, mainly in the Common- 
wealth. 

Advertisements are all con- 
cerned with the building trade and 
the publishers claim that Archi: 
tectural Design was the first 
journal in the architectural field 
to include a_ readers’ service 
reply-paid card for inquiries 
regarding advertisements. These 
cards are only inserted periodi- 
cally, and from two of them 
placed in 1955 over 27,000 
inquiries were received and 
passed to advertisers. 

No great variation 

The circulation of Official 
Architecture and Planning has 
not varied appreciably during the 
past half year. Standing at about 
2,000 the readership has been 
estimated at 8,000. 

The readers are mainly govern- 
ment departmental architects, 
county, city and borough archi- 
tects, staff architects, private 
architects, architectural institutes 
and associations, libraries, 
schools. The overseas circulation 
is approximately 200 to similar 
classes of reader in 38 countries. 


Jan.-June = 


The Builder. 
This is the 


Photograph : 


Charles Dickens Secondary Modern School at Broadstairs. 


The controlled circulation of 
Building Equipment News has 
been given by the publishers 
(Tothill Press Ltd.) as approxi- 
mately 32,500. 

This figure includes 21,500 
builders, civil engineers and con- 
tractors, 4,900 architects, 2,850 
surveyors and local government 
officials, and 2,850 electrical con- 
tractors. There is no overseas 
circulation. 

All the advertisements face 
text, ensuring that they receive 
maximum attention from readers. 
And all advertisements, like the 
editorial articles, are keyed, so 
that, by using the reader service 
form, the reader can make 
inquiries easily and conveniently. 

The journal’s success in keep- 
ing the industry informed of the 
latest plant, equipment and 
materials, is shown by the 
increase in its advertising content 
which, since December 1955, has 
risen by 180 per cent. 


Varied each month 


Issued monthly by Controlled 
Circulation Publications Ltd., 
the circulation of Board News 
is 10,000 a month. The circula- 
tion is varied each month to 
cover a total of 40,000 readers. 
The publication goes to builders’ 
merchants, architects, builders, 
shop fitters, ship builders, furni- 
ture manufacturers, joinery 
firms, door makers, etc. 

The Municipal Journal (circu- 
lation some 7,000 copies a 
week) is read by all chief officers 
in the 2,032 local authorities 
throughout the United King- 
dom, and claims an approximate 
readership of 100,000—including 
all the technical officers such as 
architects, engineers and sur- 
veyors. 

Although the circulation over- 
seas is relatively small, a copy is 
sent to local government officers 
in all the main cities throughout 
the world. 

A journal mainly for technical 
officers, specialised technical fea- 
tures are carried which are always 
supported by companies dealing 
in the particular field and the 
project concerned. 


Widespread readership 


The main body of subscribers 
to the Local Government Chroni- 
cle are the various departments 
of the 1,500 local authorities in 
England and Wales. It has been 
estimated that each copy is read 
thoroughly by at least 10 people 
and the paper is regarded as 
essential reading throughout the 
local government service, ranging 
from the junior assistant to the 
head of each department. It can 
be said, therefore, that the paper 
reaches all officers who are con- 
cerned with purchases by local 
authorities. The circulation has 
stabilised at approximately 5,400 
(ABC audit). 

Advertising of all kinds with an 
appeal to local authorities is 
carried and the most significant 
change during the past year has 


been a continued upward trend in ~ 


NOVEMBER 16, 1956 


A campaign 


with uplift 


T is often held that, to be suc- 

cessful, the promotional ap- 
proach for the architectural and 
building press must be staid and 
technical. But the firm of Bennie 
Metal Products Ltd. found that 
a “cheesecake” approach could 
also bring in the inquiries—and 
the orders. The firm make a 
domestic escalator which, fitted 
into a private home, costs about 
£300. Two pictures were offered 
to the press: one with a charm- 
ing old lady on the seat (the pro- 
duct is designed for invalids and 
aged people), and the other as 
shown above. According to Ben- 
nie Metal Products Ltd., “the 
number of inquiries for the esca- 
lator which the ‘cheesecake’ pic- 
ture pulled was extraordinary.” 
In point of fact, the response was 
so considerable that they have 
found it necessary to increase the 
strength of the department hand- 
ling the product. The pictures 
formed part of the advanced pub- 
licity of the Mechanical Handling 
Exhibition held at Earls Court 
this year—where the product was 

prominently featured. 


classified advertisements for local 
government posts. The number 
has increased by 100 per cent over 
the past two years and still con- 
tinues in an upward direction. 

The publishers also state that 
greater attention is being paid to 
editorial features mentioning new 
products and reviewing exhibi- 
tions. There is steady increase in 
the volume of letters going into 
the office for re-address to the 
manufacturers mentioned. 

A slight increase in the circu- 
lation of the Plumber and 
Journal of Heating compared 
with 1955 has been reported. Now 
at more than 5,000 a month the 
readers are to be found among 


@ Continued on page 50 
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THE BUILDER IS, IN FACT A COMPREHENSIVE 
ADVERTISING CAMPAIGN IN ITSELF 


“Advertiser's Weekly” 


THE BUILDE R Has the greatest influential weekly 


circulation to Architects and Builders 
in the world. 


r ry IE BUI LDER Provides unrivalled faculties for the creation 


and development of business the 
marketing of goods and materials and 
the introduction of specialities and 
services. 


THE BUILDER — Bettes comprise the Architects Surveyors 


Contractors Manufacturers and Merchants 
who specify, use and produce materials 
continually employed upon Government 
Municipal Ecclesiastical Commercial 

and Domestic work. 


THE BUILDER READERS SERVICE 


Enables Readers by means of a reply paid form to ask for details of products 
advertised. This is of great service to advertisers and hundreds of enquiries 


are forwarded by us daily. 


THE BUILDER, 
BUILDER HOUSE 
Telephone: CATHERINE ST., 
TEMPLE BAR 6251 ALDWYCH, LONDON, W.C.2 
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INCLUDING 
THE KITCHEN 


The industries for which the ‘‘ British Clayworker ” has been far 
and away the leading journal for sixty-four years produce every- 
thing made from clay to be found in and around your home, 


factory or office. 


Bricks, roof, floor and wall tiles; hollow blocks; 


sinks; wash basins; w.c. bowls; drain pipes; firebricks; flower pots; 
gas and electric fire radiants; industrial refractories; acid resisting 
and industrial clayware; sparking plug insulators and electrical 


ceramics. 


These are their products that you eeay and use. The products 
that they buy range from fork-lift trucks to filing cabinets, from 


microscopes to five-ton trucks, 


wellington boots. 


IF YOUR CLIENT MAKES ANYTHING THAT A BIG AND 


from 1000kVA switchgear to 


PROGRESSIVE INDUSTRY NEEDS... 


Specimens and rates from 


THE BRITISH 


here’s a market worth going into. 


23 TAVISTOCK ST. 
LONDON, W.C.2. 


CLAYWORKER 


PUBLIC,WORKS 
BUILDING WEEKLY 


29,000 COPIES SOLD WEEKLY 


To: Contractors, Builders, Municipal 
Officials and Civil Engineers. Rates 
on application to M. C. Broadbridge, 
LABOUR NEWS, 69 Fleet St., 
London, E.C.4. ’Phone FLE 1328 


| tives, 


Wallpaper 


and 

Paint 
Retailers’ 
Journal 


Advertisement Department : 
One Arundel Street, Strand, 
london, W.C.2 


Telephone : COVent Garden 612/3 


COMPLETE COVERAGE 


The Journal is published by 
the Wallpaper & Paint Re- 
tailers’ Association of Great 
Britain. It is distributed to 
the Proprietors or Managers 
of all Retail Wallpaper & Paint 
Shops known to the Associa- 
tion whether they be Members 
or not. 

The Wallpaper & Paint Re- 
tailers’ Journal thus gives a 
uniquely complete coverage 
of these vital Retail Outlets. 


amenity 
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| THE ARCHITECTURAL & BUILDING PRESS 


These journals have 


very high 


plumbing and heating contrac- 
tors, plumbers’ merchants, buil- 
ders, technical schools covering 
these trades, and public health 
engineers. 

Advertisements cover the 
whole range of tools and equip- 
ment used by the plumbing 


| contractor and the products of 


the heating appliance, sanitary 
goods and ancillary product 
manufacturers. The publishers 
have reported a growing interest 
in oil-fired heating appliances, 
particularly oil-fired boilers. 
The kind of people who read 
the Builder have (in percentages) 
been established by the pub- 


| lishers as follows: 


Architects (private) 
(official) 
Quantity surveyors (private) 
(official) 
Borough engineers and surveyors 
Government and local govern- 
ment offices 
Structural, civil and other engi- 
neers 
Building 


7.19 


surveyors 
Builders’ merchants 
Builders, contractors, 
and sub-contractors 
Manufacturers 
Plant hire business 
Educational, professional or trade 
organisation 
Clerks of works 
operatives 
Estate owners, agents 
perty companies 
Miscellaneous 


decorators 


and building 


and pro- 


The circulation is at 18,000 and 
has not significantly changed 
during the past half-year. 


No circulation change 


The average circulation of the 
monthly Town and Country Plan- 
ning has, at 5,000, also undergone 
no alteration over the same 
period. The readership has been 


| calculated at three to a copy with 


a class breakdown of: 

@ Surveyors, engineers, 
ners, architects. 

@ Local authority representa- 
local authority officials, 
Ministry officials (civil servants), 
Members of Pariament. 

@ Individuals concerned with: 
preservation of countryside, 
aspects of urban de- 
velopment, education of planners 
and other allied professions, in- 
dustrialists and commercial busi- 
ness men and_ organisations, 
building firms and contractors. 

There is an overseas circulation 
of about 500 a month, approxi- 
mately, of which the majority go 
to universities, associations, and 
libraries. 

The ABC circulation figure for 
the monthly Civil Engineering 
over the period January to June 
of this year has been given as 
4.218 copies per issue. That was 
slightly down on the previous six 
months (4,378), and was no doubt 
due to the delay in publication 


plan- 


' during the printing dispute earlv 


readership 


in the year. Only five issues were 
published during the period. 

At a conservative estimate there 
are 3.5 readers per copy with the 
readership consisting of engineers 
and executives, both at home and 
abroad, who are mostly at the 
very top of their profession. One 
third of the circulation goes over- 
seas. The advertisements are 
mainly from the leading contract- 
ing firms and from the manufac- 
turers of contractors’ plant. 

The outstanding fact about the 
Master Builders’ Journal is that 
it is the official monthly journal 
of the Federation of Master 
Builders and a copy goes to each 
member as part of the Federation 
service. The present print order 
is 11,750 and during the six 
months January-June of this year 
the figure was 11,250. 

Wide ranging interests 
In the main the readership is 

composed of the medium-sized 
builder and contractor. These 
have a wide range of activities ; 
repairing, maintenance, private 
housebuilding, school building 
under contract, factories, office 
blocks, etc. The advertisements 
cover building materials, contrac- 
tors’ plant and equipment, fires 
and other appliances, and a wide 
range of building products. There 
is a specialists’ section for sub- 
contractors. 

One interesting fact is that 
this journal has been influenced 
slightly by commercial televi- 
sion in that some electric tools, 
some paints and decorators’ 
materials, have concentrated 
more on the new medium. The 
publishers add, however, that 
“we find a slight tendency for 
them to resume trade advertis- 


ng. 

The chief change experienced 
by the journal over the past year 
is that from being a newcomer in 
September, 1955, it can now 
justly claim to be an established 
building trade paper. The Nov- 
ember issue carries 27 pages of 
editorial and 45 pages of adver- 
tising including a _ two-colour 
cover and four-colour art adver- 
tising insert. 


Improving the coverage 


* We also feel,” add the pub- 
lishers, “that our success shows 
that previously there was inade- 
quate coverage of the needs and 
buying potential of the contractor 
and housebuilder employing, say, 
50-150 men. Perhaps the bes! 
index of progress is that we are 
now in our second year with 
almost 100 per cent renewals of 
the initial contracts.” 

The circulation of the Contract 
Journal continues to grow 
steadily and now stands at 12,500 
weekly. This figure represents an 


@ Continued on page 52 
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All 3 published by 


ADVERTISER'S WEEKLY 


from | publishing house: together they provide 
the largest available coverage of architects at 
home and overseas 


The Architects’ Journal 


published every Thursday. The leading architectural weekly with 
the largest net paid sale circulation amongst architects. Two special 
issues are published every year; the New Year Double number in 


January and the Royal Institute of British Architects Conference 
issue in June. 


Information Sheets published fortnightly. 


Circulation 13,850 
Net sales 13,26] (average for 6 months ending September 30th) 


The Architectural Review 


published on the first of each month. Acknowledged almost 
universally to be the finest architectural periodical in the world. 
Has subscribers in over 60 countries. A specimen copy will gladly 
be sent on request. 


Circulation 10,000 
Net sales 9,386 (average for 6 months ending September 30th) 


Specification 

published annually. The most comprehensive, authoritative and 
widely used reference work of more than 1,330 pages on 
building construction, materials and equipment. Five thousand 


copies are published annually at 30/- and the edition is always 
sold out. 


THE ARCHITECTURAL PRESS LTD. 
9, Il, 13 Queen Anne’s Gate, Westminster, 
London S.W.1 Telephone: WHitehall 0611 
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Everything 


used in the 


Timber 
Trades 


sells 


mn 


WOODWOIRISIN © 
HINDUS WIRY 


The Technical Journal 
of the Timber-using Trades 


Published by 
TRADE CHRONICLES LTD., 
109/119 Waterloo Road, 
London, S.E.1. Tel : WATerloo 3388 (20 lines) 
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‘Recovering from effects 
of commercial TV’ 


increase in circulation of some 
six per cent during the past six 
months. It is difficult for the 
publishers to give a readership 
figure because the publication 1s 
a byword in the building and 
public works field and one copy 
passes through very many hands 
in a subscribing organisation. 
The editorial and advertising 
is directed*to executives and it is 


| known that practically all readers 


| are executives 


of one kind or 
another and many are in the very 
high income groups. 


News about tenders 


The advertisement columns are 
used extensively by local authori- 


| ties and other public bodies for 


advertising tenders for construc- 
tion works of all kinds. It is 
claimed that the Contract Journal 
carries more of these advertise- 
ments than any other publication, 
The advertisement columns are 
also extensively used by those 


| who have any service, plant or 


| the same company. 


materials to sell to the building 
and civil engineering industries, 
local authorities and government 
departments. 

Readers overseas are catered 
for by the British Constructional 
Engineer which is published by 
This is a 


| quarterly journal having a con- 


| building and civil 


trolled circulation overseas of 
8,000 and is published to pro- 
mote the interests of the British 
engineering 
industries in overseas markets. 
For the last half-year the circu- 


| lation of the Municipal Review 


| tractors, 


has stayed at about 9,100 a month 
(ABC)—a gain of some 100 over 
the previous similar period. 

The publishers have no idea of 
the exact readership, but the 
journal circulates among chief 
officers and elected representatives 
of borough councils. It is read 
in most public service organisa- 
tions (town halls and universities) 
in the world. 


Value of exhibition 


Advertisements relate to goods 
and services of interest to muni- 
cipal corporations, and sometimes 
cover important events such as the 
Public Works Exhibition, with 
editorial support. 

Here again the journal suffered 
a slight decline from the advent 
of commercial television but is 
rapidly recovering. 

The estimated circulation of 
the Surveyor for the last six 
months has been given as 5,083. 

The readership is in the region 
of 30,000 and includes municipal 
and county engineers, surveyors, 
highway engineers, water supply 
and sewage engineers, architects, 
housing officials, consultants, con- 
and others concerned 
with local government and public 


| health engineering and public 


works. Advertisers reach pro- 
fessional and executive classes 
and their staffs with incomes 
ranging from £5,000 to £500. The 
overseas circulation and reader- 
ship about 500 and 2,500. 
Advertisements (display) include 
all plant, equipment, materials 
and services for building and 
civil engineering work and public 
works contracting. The classified 
section covers appointments open 
and wanted, tenders wanted, edu- 
cational notices, miscellaneous 
wants and for sale, etc. Special 
advertisements are included in 
particular numbers such as the 
special annual issue reviewing 
past year’s developments and 
coming year’s programme, and 
the issues dealing with the Public 
Works and Building Exhibitions. 


Use of colour 


The introduction during the 
year of full page front cover in 
four colours has met with very 
good response and is sold out a 
year ahead. There has also been 
a progressive increase in the use 
of colour on inside advertising 
pages throughout the year. 

The majority of the readers of 
the Sanitarian (monthly circula- 
tion is 5,000) are public health 
inspectors (previously sanitary 
inspectors) because it is the 
official journal of the Sanitary 
Inspectors Association. There is 
a small overseas circulation, at 
present amounting to about 260. 

In the main, the advertisements 
are of equipment and materials 
which are of value in promoting 
hygiene and sanitation. 


Widely read abroad 


The present circulation of 
Building Materials is 12,000 and 
the readership has been estimated 
to be in the region of 72,000. 
The circulation is among archi- 
tects, surveyors and builders, 
particularly architects. The over- 
seas circulation and readership 
is some 20 per cent of the whole. 

The reason for the big reader 
ship is that a copy which is sent 
to a firm of architects is circu- 
lated among all the assistants and 
for one copy there is often as 
many as 12 readers in an archi- 
tects’ office. In the case of the 
larger builder, this is even 
greater and the calculated reader- 
ship of 72,000 is considered by 
the publishers to be a conserva- 
tive estimate. 

The advertisements carried are 
mainly of building materials, 
both of the raw material and 
the processed and _ prepared 
material, and of components: 
that is the materials made up in 
fabricated sections for use in 
building. 

Among the changes that have 


@ Continued on page 54 
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ARCHITECTURAL DESIGN 


the architectural journal of 


today and tomorrow 


First in that field to introduce reply-paid Readers’ 
Service Cards for Advertiser enquiries. Over 
27,000 enquiries were sent to Advertisers from 
only two issues carrying these cards during 1955. 


First journal in the architectural field to join the Audit 
Bureau of Circulations 25 years ago, and still the 
only member in this field. 


First to illustrate and describe many new buildings and 
projects during 1956. 


First and foremost for consideration for 1957 appro- 
priations directed to the Architectural Profession. 


A.B.C. Certified Net Sale 8054 copies monthly 
(January-June 1956) 


or write to our Advertisement Director: 
W. J. Boyle, at ™ 
26, Bloomsbury Way, Helborn, London, W.Gel, 
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ADVERTISER'S WEEKLY 


If the product involves... . 


Producti 
Sicnasstes of ferrous or 
non-ferrous 


Testing 
inspecting metals 


METALLURGIA 


THE BRITisnH JOURNAL 
MUST CARRY YOUR ADVERTISING MESSAGE 
Rie 


THE KENNEDY PRESS LTD., 31 KING STREET WEST, MANCHESTER, 3 
LONDON OFFICE: 50 TEMPLE CHAMBERS, TEMPLE AVENUE, LONDON, E.C.4 


When it calls for LITTHO— 
telephone SWAINS 
BARNET 2201 (4 lines) 


John Swain & Son Limited 
COLOUR PRINTERS 
164 High Street - Barnet - Herts 


“SYSTEM” Desk Diaries 
Make Ideal Advertising Gifts 


Oay and Date 
Year's Calendar on from 
sheet 


Spaces for day's engagemencs 
Memo sheets for preceding 
days 


Business maxims for each dap 


Write TODAY for Leaflet and Quotations to:— 
Shaw Publishing Co. Ltd., Mercury House, 
Waterloo Road, London, S.E.! 


| components : 
| journal, The publishers continue 
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Special reader services 
at home and overseas 


occurred to the journal in the 


| last year is an increase in reader- 
| ship, over 100 per cent increase 


in advertisers and the greatly 
increased number of inquiries 
received regarding materials and 
described in the 


to receive inquiries regarding 
materials described in issues as 
long ago as nine months before. 

Published with Building 
Materials is the journal Floors, 
which carries advertising for all 
kinds of flooring materials, 
methods of construction, main- 
tenance and preservation of 
floors and particularly new 
developments. The number of 
inquiries received regarding items 
on flooring is continually 
increasing. 


Big circulation advance 


During the last year the weekly 
circulation of the Contractors’ 
Record and Municipal Engineer 
has gone up by more than 1,000 
to reach 8,450. 

The total readership has been 
calculated by the publishers to be 
some 40,000; included are all 
municipal engineers, their 
deputies and staff, together with 
water and sewerage engineers and 
architects in local government as 
well as a complete coverage of 
public works contractors and all 
allied industries. 

A special roads issue is pub- 
lished every spring and deals 
comprehensively with the present 
road programme and the latest 
relevant engineering techniques 
and plant and equipment. 

The same company publish the 
quarterly Contractors’ Record 
and Public Works Engineer. 
which now has a circulation of 
8,200—an increase of 750 over a 
year before. 


World-wide readership 


This journal has an exclusively 
overseas _ readership. Every 
country in the world is involved 
in this and the readers are site 
engineers, civil and consulting 
engineers, public works contrac- 
tors, government and _ public 
works departments and _ those 
responsible for buying civil 
engineering plant and equipment. 

The readership of Prefabrica- 
tion is drawn from all concerned 
with _ building construction, 
materials and equipment, with 
the emphasis on new techniques. 
This includes leading members of 
architectural and building con- 
tracting firms and students—who 
will form the future buying sec- 
tion of the building industry. 

This is an international maga- 


| zine, with circulation throughout 


the world. Advertisements are 


| carried from building contractors, 


manufacturers of plant, equip- 


ment and materials, the emphasis 
again being on new ideas. 


During the past year, the 
journal has had a change of 
editorship, and the tendency now 
is more towards the architectural 
side. The circulation is some 
3,000, and with several readers 
per copy. The paid circulation 
has increased considerably during 
the past half year among archi- 
tects and leading building 
contractors. 

Founded in 1892 by the late 
H. G. Montgomery (who also 
founded the Building Exhibition), 
the British Clayworker now sells 
almost as many copies overseas, 
to clayworks in all English speak- 
ing countries, as it does at home 
—where the publishers claim it 
offers complete coverage of the 
industries it serves. 

The circulation of the Labour 
News, Public Works and Building 
Weekly, now stands at nearly 
30,000 (as against rather more 
than 26,000 three years ago). 
Bought freely at newsagents 
throughout the United Kingdom 
it also has a direct subscription 
list including the names of prac- 
tically all the largest contractors. 
The primary function of the pub 
lication is to advise the trade of 
future developments at home and 
abroad with special emphasis 
given to contracts open to tender, 
contracts placed, and building 
and public works proposals. The 
journal covers the activities of 
the various associations, federa- 
tions, trade unions, and all such 
bodies associated with the trade. 


High standard offered 


Now in its 102nd year of pub- 
lication, the Architect and Build- 
ing News, provides the highest 
standard of technical information 
for all members of the building 
industry—the practising architect, 
the surveyor, and the building 
contractor. The circulation is at 
present more than 10,000 a week. 

One of the major developments 
of the past 18 months has been 
the introduction of a _ readers’ 
information service which has 
proved a great benefit to readers 
and advertisers alike. Produced 
and illustrated in the most 
modern manner, the journal pro- 
vides up-to-the-minute surveys of 
building design and construction, 
with reviews of the latest devel- 
opments in finishes, services, 
plant, building technique and fac- 
tory processes for the manufac- 
turer of building materials. 

Special] features include presen- 
tations of the best contemporary 
architecture; scale drawings de- 
tailing interesting portions of cur- 
rent buildings; “tear” sheets giv- 
ing alternative methods of con- 
struction; and digests of impor- 
tant technical and trade literature. 
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Contractors’ Record 


and 
MUNICIPAL ENGINEERING 


Published Weekly for 49 Years 


Read by every 
Municipal Engineer and 
his staff in addition to 
Public Works Contractors 
and all Allied Industries 


Covering 
Roads Buildings Water 
sewerage Lighting and 
Cleansing : 


LENNOX HOUSE, NORFOLK STREET, LONDON, W.C.2. Tem. Bar 6591 
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ADVERTISER'S WEEKLY 
Agencies need 


co-ordination 
in production 


Sir,—There seems to be gener- 
al agreement that there are short- 
comings in the organisation of 
advertising agencies, but no gen- 
eral agreement on where and 
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MORE LETTERS TO THE EDITOR 


much greater efficiency of these 
organisations. Efficiency is 
achieved in large measure be- 
cause production problems are 
considered from the outset, and 
borne in mind throughout the 
planning of a job. 

Agencies need someone to co- 


(see also cover ii) 


an attempt to gain publicity on 
the cheap (Talking Points, 
October 12). PRO’s do not exist 
to obtain free advertising, nor 
does the press exist to provide 
such a service. 

Public relations is the attempt, 


One of the best 


Sir,—As one of the people who 
have been lucky enough to have 
several photographs selected for 
your “Picture of the Month” 


how the structure should be ordinate the work of creative >y information, persuasion and series, 1 would just like to rad 
modified. people and mechanical produc- adjustment, to engineer public how delighted I was to - . a 

Reliance on the percentage tion, and with authority to make support for an institution. you chose last month (October 5) 
system of income is apt to en- his voice heard in enforcing re- Is the decision not to go ahead the “Tongs and Ice” picture 


courage inefficiency and waste, 
but this could and should be 
avoided if advertising is to be- 
come a respected profession. 
Perhaps the outstanding success 
of at least half a dozen new busi- 
nesses started in London since 
the war can give us a pointer. 
These enterprises were started 
primarily to design and produce 
print work, which the agencies 


spect of time schedules. Then he 
could help a great deal towards 
efficiency and, incidentally, keep 
all personnel in a much happier 
and efficient frame of mind. 
TYPOGRAPHER. 
(Name and address supplied.) 


Furniture fund 


with an advertising campaign a 
wise one? Advertising is, ad- 
mittedly, only one of the tools 
which are used in public relations 
to achieve the particular object, 
but, nevertheless, deprived of 
this tool, a PRO is going to find 
it extremely difficult to obtain 
results by information—more 
especially as the lack of financial 


which appeared in the Monsanto 
half pages, and was taken by 
Adrian Flowers. 

Both in its layout, and above 
all as a photograph, it seems to 
me one of the finest that has 
appeared in English advertising 
for a long time. 

RoGcer Woop. 
Westbourne Grove, 


never found very profitable, and for ads needed backing from the Confederation London, W.2. 

are now being asked to handle indicates a luke-warm support. ? i 
the design of point-of-sale, Sir,—As a PRO employed in Faced with the difficulties of > ) 
packaging, and other displays. the floor-covering a I trade, the lack of understanding Fortune-ate ? 

It seems to have been too was naturally very interested to of Government, the lack of Sir,—The following extract 
readily taken for granted that read of the decision by the British cohesion within the trade, and was taken from Fortune, issued 
these people have turned the Furniture Trade Confederation the apathy of the public, is it not July, 1956: 
agency’s loss into a profit because to appoint a public relations worth while each member of the “In 1955 there were 2,500,000 
they are paid a fee for the work officer; this is an appointment confederation making a small mothers with small children at 


they do. This method of pay- 
ment may make the work more 
worth while, but agencies can, 
and sometimes do, work on the 
same arrangement. 

The system of payment, how- 
ever, cannot account for the 


which should have been filled by 
this very important body a long 
time ago. 

I must protest, however, 
against the attitude of mind 
which brings this proposed 
entra into focus ; namely, 


The displays illustrated here are typical 
of the many and varied jobs which we 
produce for National Advertisers week 
by week. They are different in style, in 


appeal, in price, but they are alike in 
one essential—the quality of production. 
Shermans’ coupon dispenser is screen 
printed in five colours on plywood—it 
is bold, bright and purposeful. Clarks’ 
display effuses charm and fashion with 
its montage in pastel tints and the 
brilliance of the fluorescent coat. The 


cuangs 10 


SUERLUIS 


PLEASE TAKE ONE 


it could win you 


contribution to a central fund, 
which would be used to ensure 
the irfdustry’s future good health? 
Joun Davis, 
Public relations officer. 
Petmar Industries Ltd., 
Regent Street, W.1. 


cut-out shoes are in felt and applied to 


a pastel shade of net. 


work.” 
Sweated labour? 
Denis A. BIRKETT, 
Creative director. 
Nevin D. Hirst (Adver- 
tising) Ltd., 
Mount Preston, Leeds, 2. 


Masters of Display 


PRIESTLEYS of Gloucester 


COMMERCIAL ROAD, GLOUCESTER. TELEPHONE: 22281-4. 22 BUCKINGHAM STREET, LONDON, W.C.2. 
TELEPHONE: TRA 4277-8. VICTORIA BUILDINGS, 32 DEANSGATE, MANCHESTER 3. TELEPHONE: BLA 3851. 
70 CAROLINE STREET, BIRMINGHAM 3. TELEPHONE: MID 0528. AND AT CARDIFF AND CHELTENHAM 


£75000 


ia” Qe "as Pd ids a, fa 


| a . 
a : 
oa | | | 
a 
3 
ef . . ° ° Te 4B: 
Screen Printing with a difference / Liga 
| . ! a a ; t 
) a. Ph) aw Ts 
oy . 
wid ' 2 7 } r ig & y, we, or q 
ca 4 i we | 4 | X gee | 
j | t ‘ 44 
1% g j vl , 7, , y yf} > E 
| , “a i v vhe n TY) q) Pr 
4 * ~ Wee? 
ull 4: 
| en ~~ a i+ < ’ + ‘ 
\ i Se x r P 5 
| ees 4 ye 
a : 
/ nijhinitis ne 
: Ss ‘ f ‘ 7 dane . . 
. vA tng é 2 a 3 i a 
: : : deo ‘ 5 ae : x P se > 
os ~~ Po ® FO 
gj yo UlUUt”t*é‘“‘«;‘ié‘ re rs See! ld Pg — | r . = ; 


1ecs 


S 
i 
: 
Z 


Count 


A\ — 


ria 


LS 


< * = ? nae ee 4 ys S 
, tt 
~ —. =? 
™ — Ss ‘ 4 2 See 
: os Sr 
He ; ie fi <a ae -- 
¢, Ss Yi “2 eR 
ma F 
7 4 ? £ ea: ie a 
; 4 = ay ‘ig & BS be , 1s 8 Be a RR ae ~ “ \ 3 
5 = a Fe) . = oy ey ee oF ” : 
Z e i “: , 4 as Sie L - Bt eS * x F) ; cS aa a: S. ? i 
% F ee iA Ly bis = x ae ri SE ae By: ae 
aaa —— ll l—FErr OO Survey oF a cae 
E. ¥ — (“Se bhRh St ie A aa sake 
gst a eo. _ marketing centres 
oe ie TT ' <i eS oe { i Be = — Sis ee & ; ’ 
TS ea 0, eee at: Oe le 
Be <t: ‘y me v - ie ney Spt pt * rn ae “4 . . 
e ATS Fe ce Veale lie ie va 
8 5 Ve. oh Me fi { \ang “35 ses te why eats nh ; a 
ee : “VT Vv . _— _- }} = , 8 UpPY , 
‘ i - i ea “i a > ~ i ae Ve ? 7 ae ¥ hie % 
a Ye 74 | n —_—, - S i ' . c +} Yr sy AS 
he a ey  - a en 
y Pees oy ee 
apres as, a 
; eee ~~ ~ =i plan 
i oie ate o, pn eR GIT Ee eet ae 2 
a ™, 
: & | ~~ a 
4 bh i { “ = beat’ > . aN i t } 
: = , " W j er: | 
- 4 Mi - 4 . ‘ 
Bs = Bea — » (all 
be ~ oF > S 3 ‘es ‘ : ¢ a O : 
OASu! she” ~ , ee _— - 3 . : “as Swe . . = 
Bas b> ae a ee ham: 
ea. = bay =a 
i¢ » = es i mm Lig i. 
w a | He } | eas a: 438 ot ees 
ar = = . 
{ A 7. Bis de <P 
4 wat al ate | to ake 
eons ers - ee : 
= | ‘ a a — hail a io” anmmaiad oh ing ; oft leg 
7 n ee . . ‘oil ° : 7 
| > ce \a = 4 : \ : of - = . ‘ <= 8 
| —_ ~. i aan 
p Y eR es —— ane =. . i \ $ - * hell 
a ian rm ‘ r yi : =< et . ahaa == = SS Se = ~~ “a 
oe . G aN es eee re ge ae S.¢ =~ 
= ‘ toa — . 
ee Sa = — = a? a se 
———SSe oe. eae : 
= J gaere - f P . oa f ~— 
| Reena et Oe SS 
a . ef @ . 
r igen heii. , a. i ee ’ a ae “¢ ee" s 
a ao | se _ i Me ® Oe Pa 


ee: 


+ +e. cee 
a a 


NoveEMBER 16, 1956 


How to attract housewives in the North East 


PROGRESSIVE GROCERS in the North East long ago realised that more 
was needed than an assistant’s handsome face to attract house- 
wives into their stores. Advertising supplies the power to accelerate 
turnover: the important Moores Group (see right) use Kemsley’s 
Newcastle-published daily papers to ensure ever-increasing num- 
bers of housewives use their branches in North-eastern towns. 
But when they’re in the shop, do housewives look for your 
brands? Regional press advertising is the one sure way to be 
certain they do. The North East offers the national advertiser power- 
ful, economical selling media. The Newcastle Journal, Britain's 
largest-selling regional morning (ABC 135,582), reaches families 
in the industrial areas and rich farmlands of Northumberland. 
The Evening Chronicle (ABC 275,169) gives intensive mass-market 
coverage of Newcastle and Tyneside, the North East’s major market. 


Consider this vitally important point 

First and foremost advertising must sell. No other medium com- 
pares with the regional press for impact, nearness to point-of-sale 
and efficiency in selling. What other criteria can your advertising 


Grocery chain 
chairman says... 


ie 

z) 

* 

e 

* 

e 

s 

e@ Mr. L. Rodney, Chairman and 

e Managing Director of Moores Group, 
which controls the operation of a large 

@ number of retail grocery and provision 

e@ Stores in all parts of Gt. Britain, writes: 
‘Our decision to make the Newcastle 

@ Journal and Newcastle Evening 

@ Chronicle the backbone of our recent 

e press advertisingcampaign for Askew’s 
branches throughout the North East 

@ has been amply justified. From the 

@ start of the advertising, branches 

e reported an immediate increase in the 
number of customers served with a 

@ consequent satisfactory increase in 

@ turnover per branch. The latter I am 

e pleased to say has been steadily 
maintained.” 

e Advertising agents for Moores Group 

a (Organisation) Limited are John Slater 

* (Advertising) Limited. 

© 


Groceries . . . and all types of product sell in the North East 


through these Newcastle-published Kemsley daily papers 
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Having recently investigated the NORTHERN 
COUNTIES, the ‘Advertiser’s Weekly’ Market 


Research Team define it as— 


EFORE' examining the 
economy of this region 
and reviewing recent industrial 
developments, it is well to 
remind ourselves of the extent 
and nature of this market. 
The Northern standard region 
embraces the counties of Cum- 
berland, Durham, Northun- 
berland and Westmorland, 
together with the North Rid- 
ing of Yorkshire. 


The area itself is diversified, 
_ranging from wide stretches of 
agricultural land to great indus- 
trial centres; from light. to heavy 
industries; from regions lightly 
populated to the densely popu- 
lated Tyneside conurbation. It 
includes the great farming areas 
of Cumberland and Westmorland; 
the shipbuilding and heavy en- 
gineering of Tyneside and 
Sunderland; the coalfields of 
Durham, Cumberland and North- 
umberland, and the iron and steel 
industry of the Tees-side, focused 
on Middlesbrough, great port 
and industrial city. 


Location of people 


According to the Registrar 
General's estimates, the popula- 
tion of the region has increased 
by about 20,000 in the five years 
from June, 1950, to June, 1955, 
to a total figure of 3,160,000. Of 
this population, 839,670 are 
centred on Tyneside. Changes in 
population figures as reflected in 
the county boroughs during this 
period are shown in an accom- 
panying table. 

Reference has been made to the 
diversification of industry in the 
Northern Counties, and this is 
exemplified by the systematic di- 
versification which has _ taken 
place in the development areas, 
and which has resulted in the rise 
of such varying industries in the 
North-East coast development 
area as chemicals; pharmaceutical 


ADVERTISER'S WEEKLY 


A developing region with 


twelve main markets 


eR Sai 


Constructional work in progress at the Calder Hall nuclear power 

plant, which was opened by the Queen last month. The effect upon 

the national economy will be enormous and the plant is the first of 
its kind to be planned in the world. 


products; nylon and rayon 
fabrics; electrical equipment, and 
light ge Se and in 
the West Cumberland develop- 
ment area as synthetic detergents; 
scientific instruments; precision 
engineering equipment, and pro- 
cessed foods. 

Team Valley at Gateshead, the 
first and largest trading estate in 


Changes in Northern Counties Population 
(June, 1950 to June, 1955) 


umberland : 


Durham :— 
Darlington = 
Gateshead owe 
South Shields ... 
Sunderland — 
West Hartlepool 


Northumberland :— 
Newcastle-upon-Tyne 
Tynemouth ...... 


Yorkshire, North Riding :— 
Middlesbrough seo 


June, 


Increase (+) 
1950 


Decrease (—) 


145,500 


Source: Registrar General’s Estimates of Population, June, 1950; June, 


the North-East, provides work for 
some 13,000 people who produce 
goods ranging from mining 
machinery to clothing. 

The Northern, together with 
the Midland region, were the 
only two standard 
which, in the second quarter of 
1956, did not show a decline in 
the area approved for indus- 
trial building schemes as com- 
pared with the first quarter of 
the year, or with the record 
figure established in the second 
quarter of 1955. 


Schemes for building 


During this period 34 schemes, 
with a total area of 1.2 million 
square feet, were approved. The 
third quarter of the year showed, 
however, a relative decrease, the 
number of schemes approved 
being 20, with a total area of 
600,000 square feet. The schemes 
for which development certifi- 
cates have been issued recently 
are for storage and for the expan- 
sion of existing works. The addi- 
tional labour force estimated is 
678, ef whom 511 will be men 

The percentage rate of unem- 
ployment in region, while 


marginally above the national 
average, shows little change as 
compared with mid-1955, par- 
ticularly in respect of female 
labour. The most recent figures 
published show that in mid- 
August the centage rate was 
1.5 in the Northern region as 
compared with an average rate 
for Great Britain of 1.2 per cent. 
In mid-August of last year the 
Northern rate was 1.5 per cent 
and the national average was 0.9. 
The main centres were Newcastle- 
upon-Tyne 2,800 and Wallsend 
2,116. On the other hand, at the 
end of July, there were 17,816 
vacancies, of which 10,029 were 
for men and 7,787 for women 


Increase in 
number of 
miners 


AS regards the coal mining 

industry, the average 
number of wage earners on 
colliery books during the five 
weeks ended June 30, 1956, 
was 47,500 in Northumberland 
and Cumberland, and 102,600 
in Durham. This represents an 
increase of some 7,000 by com- 
parison with the correspond- 
ing period of the previous 
year. 

In Northumberland and Dur- 
ham more than 1,500,000 tons 
of open-cast coal were produced 
this year up to early August. 
Moreover, work is beginning on 
two more open-cast sites in East 
Northumberland. It is expected 
that about 250,000 tons of coal 
will be mined within two years 
of the start of these operations. 

The Blackhall Colliery 
(southernmost pit on the Durham 
coalfield) has been equipped with 
an entirely new coal-raising sys- 
tem and a coal washery more 
than doubled in capacity. This 
scheme has cost more 
£550,000. 


@ Continued on page 60 
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ig veorrnan rearing 


Would scatter how spicts om fhe stream, 


willy my silks;” 
Salerio—Merchant of Venice. 


" The livelihood of the Merchant Princes 
§ of Genoa and Venice was a gamble with 

wind and wave. Nowadays, a business, 

4 new or old-established, can keep an even 

= keel with carefully-planned advertising 

| campaigns. 

An agency with a practical knowledge of 


the market can keep your sales-graph at 
its most economical height. 


After over thirty years of hard-earned 
experience, the Tully-Crabbe Organiz- 
ation is well qualified to assist you in 
this manner. ' 


% Tully-Crabbe 
2 LIMITED 


, Groat House, Collingwood Street, Newcastle upon Tyne, 1}. 


Telephone : Newcastle 25373. 


age: 
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THE NORTHERN COUNTIES 


Big order for steel pipe 


obtained in 


The Durham Divisional Coal 
Board’s extension at the Monk- 
ton coking plant, near Jarrow, is 
nearing completion. Costing 


| £2 million, the battery is capable 
| of carbonising 1,300 tons of coal 


a day, compared with 600 tons 
previously. When the new ovens 
are in full operation about 
10 million cubic feet of purified 
gas will be supplied to the Gas 


| Board. 


Transfer of labour 


On the reverse side, three col- 
lieries are to be shut down. The 


| pits, in the North-West Durham 
| area, employ 672 men, most of 


whom will be suitable for trans- 
fer to work at other pits in the 
region. The coal-mining indus- 
try, however, emphasises the 


| great changes which have taken 


place in the economy of the area. 
For many years this economy 
was supported by a small group 
of basic industries, coalmining, 
shipbuilding, heavy engineering 
and steel, 

Today about only one-eighth 
of the insured population are 


' engaged in coalmining, although 


they form nearly one-quarter of 


| the total of 617.700 employed in 


England and Wales. 
More steel ahead 


At present, steel consumption 
is being artificially restricted in 
some directions in accordance 
with government policy, but in 
the long term, provided there 
is a continuance of full em- 
ployment and a steady advance 


dollar area 


in living standards, a_pro- 

gressive expansion of steel con- 

sumption in this country can 
he anticipated. 

In this field a contract has been 
obtained by Durham Steel and 
Iron Co. Ltd. for the supply of 
636 miles of 30-inch diameter 
steel pipe for the Trans-Canada 
pipe line from Winnipeg to North 
Bay in Eastern Ontario. The 
value of the contract exceeds 
$32 million and deliveries are due 
to begin in April 1957. 

At Middlesbrough a furnace 
of revolutionary design has been 
given initial tests at the Tees 
foundry of Pease and Partners. 
Designed primarily for the manu- 
facture of refined iron, a tem- 
perature of 1,700 deg. C. can be 
obtained with ease, and fuel con- 
sumption is claimed to be as low 
as two cwt. an hour. 


Order for furnace 


At Stockton a contract worth 
£2 million has been received from 
the Steel Company of Wales for 
the construction of a _ blast 
furnace, unloader and stocking 
bridge. 

Of extreme nee to 
the great shipbuilding industry 
of the region is the news that 
a revival is taking place in the 
export business of the industry. 
During the third quarter of this 
year shipyards in this country 
received more new orders than 
in either of the first two 
quarters of the year. 2 
A total of 80 ships, aggregating 
- @ Continued on page 62 


Storage tanks for ethylene 


A view of some of the vast storage tanks at the Wilton works of the 


Imperial Chemical Industries organisation. 


This is the largest single 


chemical plant in the country and expansion is in full swing. 
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LET 

TYNESIDE 
LAUNCH YOUR 
CAMPAIGN 
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SOUTH AND NORTH SHIELDS. The twin towns 

of the Tyne on each side of the entrance to the river are 
not only ports for ships that carry coal, oil, iron ore and 
many other basic requirements of heavy industries, but 
towns that build and repair the ships. 
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SOUTH SHIELDS has attracted other industries since the 
war to supplement shipbuilding, ship repairing and coal 
mining. Great prosperity has resulted and new trading 
estates and factories are springing up. 
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NORTH SHIELDS is also the chief fishing port of the 
North East Coast and post-war developments have brought 
new industries into the area. 
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THE SHIELDS GAZETTE & THE SHIELDS EVENING NEWS 
are the local evening newspapers for South Shields and North 
Shields respectively. A combined sale of over 51,000 daily toa 
population of 200,000 bears witness to the intense readership 
of these two evening newspapers; their circulations have 
risen by as much as 60 per cent since the war. 
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Advertisers who wish to sell their products on Tyneside will find that 
these two lively newspapers form a perfect economical medium for launching an 
intensive campaign to reach these prosperous communities. 


Shields Gazette | Evening Dews 


And Shipping Telegraph. 05,345 av.c. (16,122 ABC) 


TWO OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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THE NORTHERN COUNTIES 


Region’s ship completions 
increase with orders 


514,000 gross tons, was ordered 
in the third quarter from home 
shipyards, and it is now expected 
that orders for 1956 will reach in 
total at least 14 million gross 
tons. Over 30 per cent of new 
tonnage ordered in the first nine 
months of 1956 was for export. 

The overall comparative figures 
for the periods ended September 
30 in the years 1955 and 1956 are 
illustrated in an accompanying 
table. 

Despite steel shortage and long 
delivery dates, good progress has 
been made this year by the ship- 
building industry. In this respect, 
compared with our rivals in this 
field, we still have the advantage 
of cheaper steel. 

There has been a substantial 
increase in the tonnage of new 
merchant ships completed in 
North East Coast yards in the 
first half of the year compared 
with the same period of 1955. 
The figures were 310,000 and 
241,000 tons gross respectively. 
Recent developments are the par- 
ticipation of the North-East ship- 
yards in the Royal Dutch-Shell 


group order for new tankers. Of 
the 42, eight are to be built on 
the Tyne and the Wear and four 
on the Tees. 

For some time in the past, how- 
ever, anxiety has been expressed 
in many quarters regarding the 
pressing need in this country for 
an expansion in our large dry- 
dock capacity. The existing dock 
repair facilities are inadequate to 
deal with large tankers of over 
32,000 tons. 


Main world terminal 


On the one hand, Britain is one 
of the main world terminals for 
these large tankers; on the other, 
the world’s shipyards are turning 
out an increasing number of such 
tankers, and the Suez situation 
will, if anything, hasten this pro- 
cess. 

It is, therefore, particularly op- 
portune that a 715-ft. long dry 
dock, the largest in the North- 
East, should have been opened 
at South Shields. This dock. built 
by Brigham and Cowan of South 
Shields, can accommodate ships 
of up to 38,000 tons deadweight. 


Comparison of Shipyard Activity 


(000’s Gross Tons) 


Year ended September 30 


Percentage 
of World Total 


1955 +or- 1956 


Source : Financial Times, October 24, 1956. 


Expansion 


is in the 


north industrial air 


NDUSTRIAL activity in 
the Northern region has 
been so widespread and so 
varied that no more than a 
passing reference can be made 
to a few of the recent develop- 
ments. 

Steels Engineering Products of 
Sunderland have completed a 
series of five new test labora- 
tories in which all the material 
used in the manufacture of its 
cranes will be tested. At Hartle- 
pool the extensions now in pro- 
gress at the Pallister Works will 
raise the output of refractory 


marquesite by as much as 40 per 
cent. This will be the sixth ex- 
tension at the factory since 1940, 
and will cost £14 million. 

The A. Reyrolle Company, of 
Hebburn, are to supply and instal 
switchgear costing £36,000 in con- 
nection with the Zambesi hydro- 
electric scheme at Kariba. 


Big generator order 


At Newcastle the electrical en- 
gineering firm of C. A. Parsons 
and Co. have receivéd a contract 
worth £1 million for two 16,000 
kW generators from the Mani- 
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Something of the extent of the Carr organisation's factory can be 
glimpsed from this aerial view. 


Biscuit ads bring 
fame to Carlisle 


HE name of Carr has been 

linked with Carlisle for 
more than 125 years and 
today the world-famous bis- 
cuit works cover over 13 acres. 
More than 2,600 men and 
women are employed. 


The products they make are 
exported to every country in the 
world, and the machines used are 
the most up-to-date in the coun- 
try. These include the giant 
baking ovens which are more 
than 200 feet in length, each pro- 
ducing more than 2,000 biscuits 
a minute. 

The Carr organisation have 
always believed firmly in the need 
for good sales promotion, pack- 
aging and advertising. In the 
grocery field they have taken the 
lead time and again, from the 
introduction of a “talking bis- 
cuit” window display unit to the 
provision of recipe leaflets to the 
public for extending the serving 
of biscuits. 

Since the end of 
unusual and sometimes unique 
designs for enamelled biscuit 
tins have been introduced. 

Pioneering has also been 
achieved in fields other than 
packaging. In 1954 Carr’s intro- 
duced a poster campaign with a 
new approach to biscuit selling 


the war, 


toba Electric Board i in Canada. 
Attempts are being made to 
find a suitable site for a new 
shipyard -on the River Wear at 
Sunderland. If negotiations are 
successful, they will result in a 
yard capable of building vessels 
up to 300 feet long. Richard- 
sons Westgarth, of Hartlepool, 
have announced their first export 
contract—for two gas turbine 
generating sets and additional 
auxiliary equipment, valued at 
£24 million, for the Pakistan 
Industrial Development Corpora- 


through artist Karo’s attractive 
series styled “Women the world 
over ask for Carr's biscuits.” 

It was a difficult proposition 
because, it was argued,~that bis- 
cuit posters (as a whole) have 
never been particularly outstand- 
ing, being restricted mainly to the 
name publicity or illustrations of 
the biscuits. However, Karo’s 
interpretation of the original 
idea met with success with his 
first effort, and the series has 
gone from strength to strength. 


Special leaflet designed 


The posters have, in fact, 
proved so popular that requests 
received from schools and educa- 
tional centres have led to the de- 
sign of a special Carr's concertina 
leaflet using the Karo illustrations 
in full colour. 

For news of company activities, 
people all over the world inter- 
ested in Carr’s of Carlisle read 
the Topper Off, the quarterly 
house journal which has a circu- 
lation of over 6,000. 

The company has always taken 
a great interest in the growth and 
development of Carlisle. Indeed, 
in that city they do not find it at 
all strange for a letter to come 
from Lisbon, Portugal, addressed 
to “Carr, Biscuit Manufactury 


Ltd., _Dyle, England.” 


tion. British Ouygea Chemicals 
are undertaking an expansion 
scheme involving a total of 
£500,000 in Chester-le-Street. 


Plant under expansion 


Further south, at Wilton, 
Middlesbrough, is the largest 
established (and being expanded) 
single chemical plant in Britain's 
chemical history. Its expansion 
is proceeding at the rate of over 
£12 million a year, and the 


@ Continued on page 64 
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YOU’RE 
MISSING 
MUCH 


IF YOU MISS THE NORTHERN ECHO 


Coal-mining, steel works, shipyards, bridge building, 
agriculture, are all basic industries that operate 

in the North East of England and contribute to the 
remarkable prosperity of the people living there 

High wages mean brisk business in luxury ana consumer 
goods, as well as the necessities of life. 


With a circulation area ranging from the Tyne to York, 
from the Pennines to the North Sea, The Northern Echo 
offers you the “open sesame” to this prosperous market, 
Established for over 80 years, 

The Northern Echo has long been the familiar 

family newspaper of the North East. 


Advertisers will find its pages a most 
rewarding medium for catching the eye of 
many shrewd but ready buyers. 


The Morthern Echo 


DARLINGTON A.B.C. 110,400 


ONE OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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ASK THE RURAL POSTMAN 


He will tell you, perhaps forcibly, that his 
Saturday morning load is heavier and his 
journey longer because he delivers to every 
isolated Farm House a copy of the 


CUMBERLAND AND 
WESTMORLAND HERALD 


Published at Penrith, chief centre of the two 
counties prosperous farming area, the Herald’s 
main circulation is in the villages, hamlets and 


farmsteads. 


The Audit Bureau of Circulations may certify 
a net sale of 18,310 copies per issue, but the 
Rural Postman knows just what that means. 


Approximately One out of Every Seven Copies is Posted 
to Individual Subscribers. 


They don’t mind the extra postage—they MUST have 
the Herald every Saturday morning. 


14-15 King Street, 
Penrith. 


Telephone: Penrith 2079 


D. L. Clackson, 
80 Fleet St., E.C.4. 


Telephone: FLEet St. 2626 


a a 


Prepared for the exclusive use of 


INDUSTRIAL ADVERTISERS 


/WEWSLETTER 


-*+ 


EWSLETTER is a digest of 
current press advertising op- 
portunities and items of publicity 
news which we issue regularly to 
help those people in charge of ad- 
vertising for industrial firms. Cover- 
ing forthcoming exhibitions, special 
features, in fact anything concerned, 
with trade and technical advertising 
it is proving every day of immense 
value to many firms and has, 
incidentally, won us many friends. 


If you are not happy about your 


matition + 


advertising and would like to hear 
fresh views, we'd be delighted to 
talk to you. In any case, please 
ask to be included on our ** News- 
letter’ mailing list. 


P R As the only agency in 
efXe =the North East with a 
separate Press and Public Rela- 
tions service we have prepared a 
booklet which explains this ser- 
vice fully and is offered free to 
any interested firm. 
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‘Sober confidence’ in 


future prosperity 


number of engineers and workers 
of all types required for its 
operation is steadily increasing. 

Equally, at Middlesbrough, is 
to be found the heavy engineer- 
ing industry, which is making so 
important a contribution to the 
home supply and to the increase 
in exports of capital goods, and 
the iron and steel works. 


Concentration of population 


Enough has been Said in the 
confines of a necessarily brief 
review to indicate the industrial 
diversity of the region, the high 
level of activity, and the steady 
developments which are currently 
taking place in most of its main 
industries. Not far short of half 
its total population is concen- 
trated in 12 main markets— 
Newcastle - upon - Tyne, Tyne- 
mouth and Wallsend, in 
Northumberland; Carlisle, in 
Cumberland; Gateshead, South 
Shields, Sunderland, Darlington, 
Stanley, Stockton-on-Tees, and 
West Hartlepool, in Durham; 
and Middlesbrough, in the North 
Riding of Yorkshire. 


But throughout the region, 
agricultural and industrial, there 
breathes a spirit of sober confi- 
dence. based on a well-founded 
sense of present prosperity and of 
assurance in the future, an 
assurance particularly apt in a 
region which houses the first 
nuclear power station for the 
generation of electricty. 


In its annual report for the 
year to March 31, 1956, pub- 


lished a month or two ago, the 
North-East Industrial and 
Development Association 
Stated that steady progress 
had been made by firms on 
the North-East trading estates. 
Employment on the estates 
rose by over 2,000 to reach a 
peak of 52,342 in February. 
North Eastern Trading Estates 
Ltd., it is reported, completed 
during the year the largest build- 
ing programme it had undertaken 
since the immediate post-war 
period. In all, three new factories 
and 29 extensions, totalling some 
700,000 square feet and costing 
£1} million, were completed, 
while at the end of the year 14 
extensions with a floor area of 
200,000 square feet were under 
construction. Total additional 
employment resulting from all 
these developments is expected to 
amount to 5,500 jobs. 


Report on agriculture 


No review of the Northern 
Counties would be complete with- 
out a reference to agriculture. In 
Northumberland the broad farm- 
ing picture is of a large county 
with large farms, with a marked 
emphasis on the breeding, rearing 
and feeding of sheep and cattle. 
Seven out of every eight acres are 
grass, which provide the founda- 
tion for one million sheep, and 
the narrow coastal plain carries 
both excellent feeding pastures 
and heavy crops of corn. 

The 140,000 acres of tillage 

@ Continued on page 66 
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DOIG ADVERTISING LIMITED 
INDUSTRIAL ADVERTISING AND PUBLIC RELATIONS 


10/12 Great North Road . Newcastle upon Tyne . Tel : 2-8337/8 


One of the latest business equipment centres to be opened by Rem- 

ington Rand Ltd., is in Newcastle. The idea of the centres is to 

enable advice to be given on all aspects of business organisation and 

efficiency. A team of experts is now on hand in Newcastle ready to 

help the inquirer. Interior decor of the centre is bright and cheerful 
throughout. 
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REDHEADS 


ADVERTISING LTD 


fully equipped in 
experience and personnel 
to promote—by all forms 
of publicity— 
good products and services 
regionally, nationally 
and internationally 


* so long as they do not compete with those already serviced. 
(See * The Advertisers Annual ”’) 


REDHEADS 
ADVERTISING LIMITED 


Incorporated Practitioners in Advertising 


21, Eldon Square, Newcastle upon Tyne, 1. 
TELEPHONE : 26337. 


Twixt Forth and Tyne 
no Papers so fine... 


THE 
BORDER SERIES 


COMPRISING 


“BERWICK JOURNAL” 


AND 


“BERWICKSHIRE NEWS” 


MEMBERS A.B.C. 


Head Office: London Office: 

9 HIDE HILL EDWIN GREENWOOD LTD. 
BER WICK-ON-T WEED 231/2 STRAND, W.C.2 

Phone 481/2 City 5906 


ADVERTISER'S WEEKLY 


IN THIS 
HEAVY INDUSTRY 
AREA 


The County of Durham has nearly 400,000 wage 
earners, employed for the most part in heavy 
industry. Substantial wage increases have come 
their way since the war and the county is now 


a potential market of great importance. 


THE DURHAM COUNTY ADVERTISER SERIES 


of local weekly newspapers circulates as much in 
the main centres of industrial activity as in the 
prosperous agricultural areas round them. They 
bring local news into the family circle of over 
50,000 homes, and enjoy a long life, a thorough 
readership and a great reputation in the county. 
Advertisers can be certain of reaching a reward- 
ing market by taking space in the Durham County 
Advertiser Series. These newspapers provide an 


ideal medium for a ‘‘heavying-up"’ campaign. 


County 


Advertiser 


COMPRISING 
DURHAM COUNTY ADVERTISER 
DURHAM CHRONICLE 
STANLEY NEWS, CONSETT CHRONICLE 
AUCKLAND CHRONICLE 


TOTAL A.B.C. 52,695 


ee ad eS 3 
[ s > 
J oy L/ : 
— a (ahi 
: ' fe 
Of 
i fe fie : C7 
LWse ss 
— | | 
3 
ee 
es 
| nae i | 
Ea e 
Pe . iy anit : 
ee ey OTs a 
3 z 
5 SERIES ; 
| e 7 
es es i 
be 
oe: i 
| —VXwXw 
ae a | SR a ee: ae . 1 as ge Se : 
‘ : - * Fi 7 i a oa. : i: - es ‘ : 


ADVERTISER’S WEEKLY 


Est. 1798 


Est. 1798 
(For nearly 160 years) 


THE 
CARLISLE JOURNAL 


has served the needs of the City and 
Countryside, and it is better and 
brighter to-day than ever. It covers 
not only the City of Carlisle, but towns 
and villages in Cumberland, Westmor- 
land, West Northumberland and, across 
the Scottish Border, Dumfriesshire and 
Roxburghshire. 


It is read by country folk; business, 
professional and industrial classes, and 
has a great reputation among farmers 
and agricultural folk generally. 


Advertise in The Carlisle Journal to get 
results. Rate card on application to 
60, English Street, Carlisle. 


Est. 1798 Est. 1798 


POSTER DISPLAY SERVICE IN MORE THAN 170 TOWNS INN.E. ENGLAND AND SCOTLAND 
THE GENERAL BILLPOSTING COMPANY LTD. 
Chief offices 
23a St. James Square EDINBURGH 1 


BRANCH OFFICES AT NEVICASTLE, SUNDERLAND, SOUTH SHIELDS, WHITLEY BAY 


| livestock products are the sources 
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THE NORTHERN COUNTIES 


Importance to region of 
expanding agriculture 


Automation processes are a prominent feature of the Wilton works 
of Imperial Chemical Industries. This scene is of the autoclave floor 
in the polymer building of the “Terylene” section. 


crops are distributed fairly evenly 
over the lower ground, and in the 
Tweedside and Glendale areas in 
the north, barley, sugar beet and 
potatoes are the main cash crops. 
In the industrial south-east there 
is milk production, wheat and 
potatoes, but few sheep, while the 
growth of industry is continually 
reducing the amount of land 
available. 

In Cumberland, despite the 
famous Lake District, perhaps 
half the county could be termed 
lowland. In consequence, there is 
a variety of farming carried out. 


of over 80 per cent of the 
farmer's income—cattle are at a 
record figure of one quarter of a 
million, and sheep number some 
600,000. 


Good products 
require 


Excluding rough grazing, the 
county’s 6,500 holdings cover sound 
half a million acres—a little more 


than half the total area and be- | 
tween a quarter and a third of 
the county is rough grazing. 


Cattle and sheep 


About 250,000 acres have been 
in arable production in recent 
years, oats occupying about half 
the tillage area and turnips about 
one quarter. The county's repu- 
tation, however, is based on store 
and dairy cattle and sheep—en- 
hanced further since the county 
with Westmorland became a 
major part of the North Western 
Attested Area, the first area in 
England in which bovine tuber- 
culosis has, for practical pur- 
poses, been eliminated. 

Another feature is the milk 
production, which during the past 
15 years has increased from 14 
million gallons to 40 million 
gallons a year. About 1,000 acres | 
are in horticultural crops, very | 
largely on three Land Settlement | 
Association estates, and it is 
likely that this area could be ex- 
tended. However, livestock and 


advertising 


CONSULT 


KIDDS 


ADVERTISING LIMITED 


50, ALBERT ROAD, 
MIDDLESBROUGH 


TEL: 44221/2 
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THE NORTHERN COUNTIES 


Cumberland begins the new | 


industrial revolution 


ON October 17 the Queen 
opened, at Calder Hall on 
the West Cumberland coast, the 
prototype of the first nuclear 
power stations to be planned 
in any part of the world as 
part of a programme of elec- 
tricity generation from the 
atom. 

The Queen’s act was a land- 
mark in a story short in the span 
of human years, but boundless 
in its effects on human society, 
declared the Board of Trade 
Journal which went on to com- 
ment: 

“It is no mean achievement 
that, in 11 years, British 
scientists and engineers—start- 
ing from scratch—have built 
and are operating a nuclear 
power station which makes a 
significant contribution to the 
nation's needs, and which is the 
prototype and forerunner of 
many things to come. No 
other nation has done _ so 
much.” 

It is true that Calder Hall has 


A corner of the 
Calder Hall estab- 
lishment. Accord- 
ing to official esti- 
mates, one of the 
effects of the maxi- 
mum nuclear 
power programme 
will be to save up 
to 70 million tons 
of coal by 1975. 


cost about £16,600,000 and that 
for a long time to come the 
capital costs of the nuclear power 


stations will considerably exceed | 


those of the conventional power 
stations. It is also true that, as 
compared with the capacity of 
existing power stations of more 
than 20,000 megawatts, it will 


generate only 92 megawatts of 


electricity. 


First stage merely 
But in the first place it will be- 
come, with improvements, an 
increasingly economic proposi- 
tion; and in the second, it repre- 
sents only the first stage of the 

atomic power programme. 
Calder Hall was developed 
originally as a plutonium pro- 
ducer and this, it has been pointed 
out, influences its conditions of 
operation. The projected stations 
are planned primarily for the 
generation of electricity, and it is 
estimated that the first two com- 
mercial atomic power stations, 


@ Continued on page 68 


EDWARD DRIFFIELD'S 


ADVERTISI 


neo 


NEWCASTLE : 26754. 


ING SERVICE AGENCY. 


NEWCASTLE UPON TYNE 


© BANK CHAMBERS 
51, GRAINGER STREET, 
NEWCASTLE UPON TYNE, 1. 


ADVERTISER’S WEEKLY 


These are some of the industries which 
employ thousands of workers who regularly 
read their local newspapers 


SUNDERLAND 
ECHO 


NORTHERN 
DAILY MAIL 


WEST HARTLEPOOL 


BILLINGHAM 
EXPRESS 


STOCKTON EXPRESS 
Make your space reservations NOW 
for 1957 


London representative at 
85, Fleet Street, €£.C.4. 
Tel.: FLEet Street 2845. 


SHIPPING 
SHIPBUILDING 
ENGINEERING 
STEEL & IRON 
COAL MINING 
CHEMICAL 
INDUSTRIES 
AGRICULTURAL 
MACHINERY 
BRASS FOUNDERS 
FURNITURE 
CLOTHING 
PAPER 

GLASS & POTTERY 
RADIO VALVES 


First let us discuss your sales campaign 


Cravens Advertising Limited 


INCORPORATED PRACTITIONERS IN ADVERTISING 


42 LEAZES PARK ROAD, NEWCASTLE UPON TYNE, | 
Telephone : 26683 (3 lines) 


London Address : 
102 BAKER STREET, W.|. 
Telephone: WElLbeck 0887 
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ADVERTISER'S WEEKLY 


SELL WHERE THERE IS 
PROGRESS AND PROSPERITY 


IN THE BIRTHPLACE OF THE NEW ATOMIC ERA 


COVER CUMBERLAND AND THE NORTH-WEST WITH 
CUMBERLAND’S BIG FIVE NEWSPAPERS 


CUMBERLAND NEWS 


(WEEKLY GROUP, 3 PAPERS) 
CUMBERLAND EVENING NEWS 

(CARLISLE) 
CUMBERLAND EVENING STAR & 
MAIL (WORKINGTON) 


OFFER AGGREGATE SALES 
OF MORE THAN 


85,000 


(Combined rate to cover insertions 
in all 5 papers, 32/- per s.c.i.—a little 
over 4d per inch per thousand.) 


CUMBERLAND 
NEWSPAPERS LTD. 


27 ENGLISH ST., CARLISLE 


LONDON OFFICE : 
53 FLEET ST. E.C.4 
Tel.: 

FlEet Street 4968 


ATOMIC STACK, WINSCALE, CUMB 


THE 
KESWICK 
REMINDER 


(Established 1898) 


Price 1d. 


Printed and Published every Friday 
at 
Keswick-on-Derwentwater, 
the heart of the English Lake District 


by 
G. W. McKANE & SON 


Head Office: Works: 
“Reminder” Office Reliance Works, 
Station Street. - Tel: Keswick 140 - Main Street. 
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THE NORTHERN COUNTIES 


Cumberland 
leads —continued 


based on the same design as 
Calder Hall, will produce between 
200 and 300 megawatts. 

The estimates contained in the 
government White Paper of 
February, 1955, are already likely 
to be exceeded, and the maxi- 
mum programme now suggested 
would provide a coal saving of 
up to 70 million tons by 1975. 

Apart from the use of nuclear 
power for electricity generation, 
the use of radioactive materials 
opens up immense possibilities for 
the future, although, of course, 
radioactive isotopes have been ex- 
ported from this country for some 
time. 

In a recent article Henry Selig- 
man, head of the Isotopes Divi- 
sion at Harwell, explained that 
the use of radioactive methods 
will make it possible to measure 
the thickness of pipes from the 
outside; to ascertain whether 
packages are properly filled and 
contain the right amount of 
material—"“‘like toothpaste in a 
tube or tobacco in cigarettes.” 


Prospect for 
television 


OMMERCIAL J television 

is not scheduled to cover 
the Northern Counties until 
1958. 

First will come the Scottish and 
Welsh stations—in that order—by 
the end of 1957, and then the 
Independent Television Authority 
hopes to effect coverage of the 
Middlesbrough and Newcastle 
area; this is intended to take 
place in conjunction with the 
Authority’s coverage of Hamp- 
shire, scheduled for sometime in 
1958. 

But it is possible, even at this 
stage, to make an appraisal of 
the potentialities for commercial 
television in the Northern 
Counties. 


Search for site 


Following the suggestion made 
by the Television Advisory Com- 
mittee (set up by the Postmaster- 
Genera]) that the ITA’s trans- 
mitters should, wherever possible, 
be co-sited with the BBC's, I 
understand that the Authority is 
looking for a site somewhere in 
the region of Pontop Pike (the 
site of the BBC's transmitter). 

The Corporation’s transmitter 
serves the North-East region of 
England and also Northumber- 
land, Durham and the Middles- 
brough and Newcastle areas. 

Situated near Newcastle and 
operating on medium power, it 
came on the air on November 15, 
1955. 

Co-siting with Pontop Pike 
would bring commercial tele- 


The significance 
of Calder Hall 


THE Calder Hall, nuclear 
power plant took three years 
to design and three years to 
build. It now stands as the 
symbol of what Sir Edwin 
Plowden, chairman of the 
United Kingdom Atomic 
Energy Authority, has 
described as the “Second In- 
dustrial Revolution, the basis 
of which is nuclear power.” 
Its immense importance he 
summed up in these words: 

“In a world in which, for 

this country together with 
its colonies, there is no 
longer a physical frontier to 
expand, and indeed for 
which the physical frontiers 
are contracting, it has be- 
come fashionable not only 
abroad but for some people 
at Westminster, in White- 
hall, among business men 
and trades unionists to say 
that Britain is fighting a 
rearguard action and that 
for her there can be no 
possibility of expansion. In 
atomic energy there is a new 
world to conquer, a world 
in which the scientists and 
engineers concerned are 
already rapidly expanding 
the frontiers; a community 
in which there is no despair, 
only confidence. 

“The threat of fuel short- 
age is a continuing challenge 
to this country. For the UK 
the significance of Calder Hall 
is that it can be the beginning 
of a response that not only can 
successfully meet the challenge 
that calls it forth, but can 
also by its success extend its 
stimulus to many other ijields 
of the national life and by 
the creation of new riches, 
both material and intellectual, 
give us an enduring base for 
true greatness.” 


vision within range of about 

24 million people. 

At June this year (the latest 
date for which the British Radio 
Equipment Manufacturers’ Asso- 
ciation has figures available) there 
were nearly 200,000 television 
licences in the area served by this 
transmitter. It would be reason- 
able to estimate that there will be 
at least double this number of 
homes able to receive commercial 
television when transmissions 
begin. 

There seems little doubt (judg- 
ing from the number of applica- 
tions received for the ITA’s Welsh 
contract) that the Northern Coun- 
ties region will have its own con- 
tractor and it is under- 
stood that the ITA favours the 
idea of one contractor serving 
the area for the entire week (as 
is the case with the Scottish con- 
tract, awarded solely to Scottish 
Television Ltd.). 
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Advertisers have a full range 
of media at their disposal in— 


Australia—a complex 
but profitable market 


says D. A. WAGHORN, 
manager, F, P. Leonard Advertising 


IN the article on Australia 

published in ADVER- 
TISERS WEEKLY, September 7, 
(page 40) the writer mentions 
Canberra. 

It must be pointed out that 
although this is the capital of 
Australia and a growing centre, 
at the present time it is purely 
the seat of government and noth- 
ing else, and is situated in the 
area known as Australian Capi- 
tal Territory. 

The equivalent of ADVERTISER'S 
WEEKLY is the monthly publica- 
tion Newspaper News, which cir- 
culates to the newspaper busi- 
ness, printing houses and adver- 
tising agencies, giving overseas 
and local news. This is supple- 
mented by Broadcasting and 
Television, a fortnightly 52-page 
magazine giving agency notes, 
campaigns of news value, radic 
news and excellent television 
news. The equivalent of the 
Financial Times is the Australian 
Financial Review. 


Separate surveys required 


Regarding surveys, these are 
distinctly part and parcel of ad- 
vertising and marketing § in 
Australia and services are sup- 
plied either by the survey depart- 
ments of agencies or independent 
survey organisations. Because of 
the great distances between capi- 
tal cities and the surprising indi- 
viduality of the cities themselves, 
each has to be surveyed separ- 
ately if a national campaign is in 
mind. 

It is impossible to generalise 
about conditions in Australia as a 
whole. For example, each capital 
city has a varying number of 
daily papers, Melbourne and 
Brisbane each have one evening 
paper, Sydney has two. There are 
six state governments, one for 
each state, and the Federal gov- 
ernment in Canberra. Each state 
has its own specific laws, rules 
and regulations, etc., and its own 
buying habits. Every sizable 
country town has its own pro- 
vincial paper, and because of the 
wealth in these areas they cannot 
be ignored in the campaign 
planning. 

In the technical press, there is 
quite a wide range of publica- 
tions. Some are general, but the 
majority cover specific fields and 
most of them have a national 
circulation. There is also a 
variety of national consumer 
magazines. 


To appreciate the problems 
of commercial radio in Aus 


ADVERTISER'S WEEKLY 


tralia, it must be realised that 


vicinity 

radio stations, and to conduct 

an advertising campaign 

through this medium is no 
simple matter. 

The cost of radio advertising 
must, ot course, vary according @ SALES AIDS 
to the station and its population 
coverage. There are many @ DISPENSERS 
country towns which have their 
own stations and give excellent 


@ Continued on page 70 


@ DISPLAY UNITS 


WE ARE THE 


Me design and make! 


Whether it is metal, wood or wrought iron 


ea a” merit { ACTUAL MANUFACTURERS 


re en Our experience of sales and practical advice is readily available to 


BARNET, HERTS. 


you. Let us submit ideas and prototypes and prove how reasonable 
and efficient a permanent display can be. 


MOREY (BARNET) LIMITED 


Telephone: Barnet 3222 


CONSUMER PACKAGED 
FROZEN MEATS 
Graduation Exam 


QUESTION 


Springtime 
in Rhodesia 


Those firms who 
Sena Swift & Co., Chicago, trade with Rhodesia are 


‘ recently attained _nation- invited to ask us about 
wide distribution for its new 


f ” 
packaged quick frozen meats * THE CITIZEN e 
line, this promotional _ picture : : 

went out to the American trade This bright, ‘ newsy ” 
press. by) : graduate (described weekly is a favourite 
as “one of Chicago's neatest pack- re : 

ages’) draws attention to the with its large number 
certificate gained by the company of readers. 

for having passed ‘‘the severe test Specimen copies on request. 
of being accepted by retailers and : George Y 
housewives from one side of the Sole Agents: George Young, 


United States to the other.” The 
munager, Henry Schumacher, hes fy SWERSEAS PUBLICITY & 
stated that “these new consumer SERVICE AGENCY LTD. 


packaged frozen meats are sellin 


in addition to, not in place of, 


fresh meats.” Advertising in- 29, Oxford Street.W.\. 


cludes television on nearly 100 
stations and radio on more than GERrard 0737 
200. 


Nh, 


that the Home Counties News- 
papers Group covers some of the 
most important industrial and 
agricultural areas of Beds., Herts. 
and Bucks. 
GET THE FACTS TO-DAY FROM 
WILL KITCHEN Jnr. LTD. 


A.B.C. Net Sales jan./June 140,285 


PER TRA 
INCH RATE 


Represented in London by 
WILL KITCHEN, Jnr. LTD. 
131 Fleet Street, E.C.4. Fleet St. 1960 
Head Office LUTON. Phone 5050 
Advertisement Monoger: C. W. Gilder 
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ADVERTISER'S WEEKLY 


e An expert recently back from 


the Far East concludes 


that there are— 


Big opportunities for UK 


trade with Japan 


BRITISH exports to Japan 
reached the value of £9.4 
million during the first half of 
this year, as against £7.0 million 
and £5.7 million during the 
corresponding period of 1954 
and 1955 respectively. 

There is little doubt that 
exports to Japan could expand 
in future and that there is scope 
for the development of economic 
and trade relations between the 
two countries. There is, how- 
ever, an unfortunate tendency 
among many British industrial- 
ists to regard Japan only as a 
competitor, and to neglect this 
market. During the immediate 
post-war period—due to political 
factors—Japan’s economy was 
geared almost exclusively to- 
wards the United States. Since 
then, Japanese industrialists have 
learned that certain types of 
machinery the 


produced in 


the 
are more 
than those 


United Kingdom and on 
European continent 
suitable for Japan 
from America. 

During the first six months of 
1956 UK exports to Japan 
included machinery (other than 
electric) to the value of £1.2 
million. 

Japan has been developing her 
woollen industry and UK exports 
of wool and other animal hair 
and tops to Japan reached the 
value of £2.6 million during the 
first six months of this year, as 
against £0.7 million during the 
corresponding period of 1955. 
These exports included wool 
tops valued at £1.0 million (as 
against £0.4 million during the 
corresponding period of 1955) 
and represented approximately 
five per cent of the British total 
exports of wool tops. 

The wool consumption in 

Asia and the Far East is in- 

creasing and the Bradford in- 


dustry hopes to be able even 
to increase her exports to 
Japan. In this connection it is 
noteworthy that UK exports of 
woollen and worsted yarns and 
woven fabrics to Japan in- 
creased from £0.9 million 
during the first half of 1955 to 
£1.3 million during the first half 
of this year and amounted to 
approximately three per cent 
of UK total exports of these 


Some British firms have 
reached agreements with Japanese 
interests to manufacture their 
goods under licence agreements 
in Japan. In cases when these 
industries were unable anyhow to 
export their products to Japan, 
such agreements are to be wel- 
comed in the interest of British 
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economy. 

There is also scope for British- 
Japanese economic co-operation 
in aiding the economic develop- 
ment of underdeveloped countries 
of Asia and the Far East. In 
addition to various possibilities 
of economic co-operation in the 
interest of both countries, British 
exports to Japan can be fostered 
and a thorough market research 
could be of great help to the 
individual firms. 


Role of banks 


British banks which own Far 
Eastern departments and Japanese 
banks which have opened branch 
offices in London are well quali- 
fied to render valuable service to 
British firms who are interested 
in trade with Japan. 


ADVERTISING IN AUSTRALIA—continued 


value for the sponsor’s invest- 
ment. As an example of the 
selectivity encountered in the use 
of radio (which is not a cheap 
medium), Sydney, with two 
million people, has no less than 
six commercial and two national 
non-commercial stations. Aver- 
age cost of a 50-word announce- 
ment on one station in the even- 
ing is approximately £5 10s. To 
ensure complete “commercial 
coverage,” an outlay of £33 is 
necessary for one 50-worder. 

It can be agreed that in the 
exhibition field, Australia may be 
lacking in certain regards. How- 
ever, firms do exist which 


| Out today 


specialise in the design and build- 
ing of stands. 

To understand the difficulties 
of conducting a national adver- 
tising campaign in Australia, the 
size of the country in relation to 
the population must be borne in 
mind. The huge distances from 
capital city to capital city, and 
the difference in state popula- 
tions, create a sizable problem 
when 


working out a new 
campaign. 
So sizable, in fact, that large 
advertisers spending in the 


vicinity of £A100,000 a year still 
tackle the national market on a 
state-by-state basis. 


Advertising Review No 8 


Special Number: The Designer in Modern Advertising 


Guest Editor: Hans Schleger 


16 page Review of AGI Exhibition 


Over 100 illustrations, 72 pages, impeccably printed 


Articles by: 


Lt-Col Alan Wilkinson, The 4 A’s Conference 
Eric Field, Government Advertising, 1914-18 


Ashley Havinden, Jean Carlu 
W. K. Dingledene, New York, 


Tested Principles for Prize Contests 
Charles C. Knights, G. Donovan Candler 


Jan Lenica, Polish Poster Art 


Rene Elvin, News Chronicle 


Mervyn Francis, A Spring Visit to USA 


Please enter my subscription for the next four issues to Advertising Review 


4 issues £1 Single copy 5/6 


Roger Barton, Less Guesswork in Advertising Appropriations 


Advertising Review, 42 Russell Sq, London WCI 


Langham 8197 
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The essential desk-book for all concerned 


d publicity 


ion an 


tat 


th advertising presen 


wi 


_JUST PUBLISHED | | 
THE 
TYPOGRAPHY 
OF PRESS 
ADVERTISEMENT 


A Practical Summary of 
Principles and Their Application 


by KENNETH DAY 


NEW AND UP-TO-DATE this combined 
desk-book and reference work should prove 
indispensable to all engaged in advertising, 
presentation, publicity and typography. Both 
text and illustrations are designed to be of 
use to practitioners and students, while the 
80 pages of type specimens drawn from 
world sources give a unique selection of 
available type-faces. The book includes an 
80-page section of advertisements that have 
appeared in the Press here and abroad over 
the last twenty-five years. 


Foreword by LORD MACKINTOSH 
Published by ERNEST BENN at 70s. 


Our clients include : 


HOOVER (WASHING 
MACHINES) LTD. 


SHELL MEX & B.P. LTD. 


SHELL PETROLEUM 
CO. LTD. 


ALEXANDER DUCKHAM & 
co. LTD. 


(GREAT 

BRITAIN) LTD. 

MASSEY -HARRIS-FERGUSON 
(MANUFACTURING) LTD. 
PETROLEUM 

co. LTD. 

ROTARY HOES LTD. 

J. E. SHAY LTD. 


NATIONAL BENZOLE 
co. LTD. 


REGENT OL CO. LTD. 
LONDON TRANSPORT 
EXECUTIVE 

ROAD HAULAGE 
ASSOCIATION 


SINGER MANUFACTURING 
co. LTD. 


LYONS & CO. LTD. 
THE BRITISH LEGION 
PEPSI-COLA LTD. 


HELENA RUBENSTEIN 
TD. 


ADVERTISER'S WEEKLY 


more brilliant — 
longer lasting 


Our unique experience in 
Transfer technique can help to 
solve your marking and display 
problems in the modern and 
economical way. 

HUNDREDS OF 
INDUSTRIAL 
APPLICATIONS 

instructions, diagrams, warn- 

ing notices, etc. 
BRILLIANT POINT-OF- 
SALE TRANSFERS 

are the most effective method 

of window advertising. 
DESIGNS 

Our process with the use of 

brilliant colours ensures per- 

fect reproduction of the most 
intricate designs. 
EASY TO USE 

No special skill is required for 

application. 

Solve your marketing and sales 
problems— 


Write or ring today: 


Attractive Glassware 
FOR ADVERTISING PURPOSES 
With lettering or designs printed in one or more 
colours with permanent Ceramic enamels Clayton 


Mayers’ bright and elegantly durable. glassware 
makes valuable name-publicity. 


associated [4] ‘Al #! [@] transfers Itd 


176-188 Acre Lane, Brixton, London SW2 
Telephone: BRIxton 2057 (4 lines) 


Write for samples and prices 


| TRADE MARKS - WINDOW PUBLICITY - PRODUCT LABELLING 
CLAYTON MAYERS | vcore rtm: voscie manne 
& COMPANY LIMITED INSTRUCTION AND OPERATING PANELS - CALIBRATIONS 
NORTH CIRCULAR ROAD - LONDON - NW2 aaa WIRING DIAGRAMS - WARNINGS - NOTICES, ETC. 
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ADVERTISER'S 


“On no account 
will we lower our standards... 


no, not even if it means parting company 

with a client or two. Nobody knows better than 
advertising men that it takes integrity 

to live up to the letter of this principle, 

but integrity we’ve got. Yes, and talent, too— 
some of London’s finest. The measure of those 
qualities is reflected not only in current 

G & G advertising, but in the great fund of goodwill 
which exists between our clients and ourselves. 
Mosi of all, it is reflected in the desire of new 
clients to avail themselves of G & G advertising.” 


J. H. A. COCKS, F.1.P.A 
Managing Director 
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In three months 

5 new accounts 
come toG&G 
ANZORA PERFUMERY 


THE LONDON INVESTMENT 
AND MORTGAGE COMPANY LTD 


PASCOE-RUTTER VITAMINS LTC 
(Vitafort) 


JULIUS & COMPANY LTD. 
(Ladies’ coats & suits) 


AFRICAN BUILDING BOARD 


CORPORATION LTD. 
Timberit Hardboard) 


GORDON £ GOTCH ADVERTISING LTD. 


MERCURY HOUSE, 2 ST. BRIDE STREET, LONDON. E.C4 
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THE GRAPHIC ARTS 


" —a Weekly News Survey ~ 


A ‘business form’ rotary 


A new rotary press for the pro- 
duction of business forms has 
been developed in Denmark, it is 
reported in Printing Abstracts, 
published by the Printing, Pack- 
aging and Allied Trades Research 
“Association, It has three print- 
ing positions and can handle up 
to three webs of paper or two of 
paper and one of carbon paper. 
The machine can print from 
rubber plates, perforate for stan- 
dard business machines, cross- 
cut, zig-zag fold and rewind. 

Other developments in printing 
machinery include a single-colour 
aniline printing unit for use in 
conjunction with _ slitting or 
similar operations; a German 
automatic stop-cylinder press 
with a maximum speed of 3,000 
i.p.h.; and a web-fed platen for 
the production of such items as 
seals, labels and price tickets. 

Information is also_ given 
about a dampening device for 
flongs; a rubber platemaking 
press which incorporates a pre 
heating table for warming type 
formes and plastic matrices be- 
fore moulding; and a forme 
storage cabinet incorporating an 
electrically operated platform to 
carry the forme from the trolley 
to the appropriate shelf. 

On paper and board, Printing 


‘E. & S. Journal’ 
to fold 


The Electrotypers’ 
typers’ Journal, published 
monthly by Stonhill and Gillis 
Ltd., is to cease separate publica- 
tion with effect from the Decem- 
ber issue. Its editorial and adver- 
tising matter will be incorporated 
in the company’s weekly Printing 
World, commencing with the 
issue of January 2, 1957. 

In a statement to ADVERTISER'S 
WEEKLY, A. F. Gillis, advertising 
director of the E.&S.J., said: 

“In common with other 
specialised trade journals serving 
a readership which saturates at a 
relatively low circulation figure, 
the Electrotypers’ & Stereotypers’ 
Journal has felt the impact of 
rising costs, particularly charges 
for printing. Stonhill & Gillis are 
fortunate in that in Printing 
World we have a_ publication 
which can readily accommodate 
E.&S.J. editorial and advertising 
without any disruption of our 
service to the trade.” 


& Stereo- 


Appointed London rep 


C. William Blythe has been 


appointed by Henry Jenkinson 
Ltd. lithographers of Leeds, to 
represent their interests in Lon- 
don and the home counties. He 
was, until recently, general man- 
ager of Loxley Brothers Ltd. 


Abstracts gives notes about 
new developments in the manu- 
facture of organic and inorganic 
synthetic fibre paper; papers for 
intaglio printing; and ageing tests 
to assess the durability of a range 
of papers. 

In a section on bookbinding 
details are given about the bind- 
ing of the German edition of 
Reader's Digest. \t is stated that 
an edition of 780,000 copies can 
be printed by gravure, bound and 
despatched in 10 days. 

Other noteworthy items include 
a new photo engraving resist; 
notes on Colloblock, the new 
halftone process; a spray lubri- 
cant for open gears; and a trans- 
fer ink for electrostatic images. 


‘Printing for 
packaging’ 
lecture 


In a lecture titled “Printing for 
packaging with special reference 
to the spirit-type inks,” given to 
members of the ink and roller- 
making industry at the Royal In- 
stitution recently, H. H. T. Alway 
described the immense develop- 
ments which have taken place in 
recent years in the use of new 
types of packaging materials. 

The wide replacement of paper 
by such materials as aluminium 
foil and transparent film acetate 

substances which are less ab- 
sorbent than paper—had, he said, 
“accelerated the drive for im- 
proved spirit inks . . . which to- 
day have reached a point where 
they surpass their older rivals in 
many respects.” 

But he pointed out that the 
present standard of spirit ink 
printing could not have been 
brought about merely by ink de- 
velopment. Progress in that 
field “has been paralleled by im- 
provements in printing machinery 
and in the techniques of making 
and mounting printing cylinders 
and plates .. . and there has been 
a steady flow of new materials in 
the form of pigments, resins, 
plasticisers and solvents . . . to 
the printing ink manufacturer.” 


New LSP buildings 

Preliminary plans are being 
prepared for new buildings for 
the London School of Printing 
and Graphic Arts, to be erected 
on a site in the Elephant and 
Castle area. 

The project, which was delayed 
by national restrictions on capital 
expenditure since 1952, is in- 
cluded in the London County 
Council's further education build- 
ing programme for 1958-59. 
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The annual luncheon of the West of England & South Wales Monotype 
Users’ Association, given at the invitation of The Monotype Corporation 


Litd., was held at the Grand Hotel, Bristol, last week. 


Here, speaking 


to the assembly, is J. Matson, general manager of The Monotype Corpora- 


tion. 


On his left are Captain C. C. Flemming, of Butler and Tanner Ltd., 


and G. L. Tinker, sales manager of The Monotype Corporation Ltd. 


. * 
Derby firm designs 
A firm of technical illustrators 
and artists have developed a 
Tibetan typewriter—claimed to 
be the only one of its kind in 
existence. The company, MTD 
Technical Art Service Ltd. of 
Derby, are used to coping with 
problems in connection with engi- 
neering draughtsmanship, but 
they had had no previous ex- 
perience in the typewriter field. 
[he typewriter was required by 
the Moravian Church Missionary 
Society—because few printers in 
the world possess Tibetan type— 
so that various religious litera- 
ture could be “set up” and litho- 
graphed. None of the leading 
British typewriter manufacturers 
could provide such a machine. 
But a member of the staff of 


British exhibition 
in New York 

The work of five members of 
the Society of Industrial Artists 
is being shown by The American 
Institute of Graphic Arts in an 
exhibition in New York which 
opened yesterday (Thursday). 
The exhibition was organised by 
W. M. de Majo, and shows his 
work as well as that of Thomas 
Eckersley, Abram Games, 
F. H. K. Henrion and Hans 
Schleger. In the exhibition are 
more than 150 items—industrial, 
travel and government posters as 
well as representative pieces of 
industrial design, exhibition de- 
sign, packages, newspaper and 
magazine advertisements, Christ- 
mas cards, book jackets and 
trademarks. 


Tibetan typewriter 


MTD Technical Art Service Ltd., 
who is a Moravian Church 
organist, suggested that his firm 
might help. After many weeks of 
research a method was discovered 
by which a typewriter carriage 
could provide a variable hori- 
zontal movement—essential be- 
cause of the varying width of 
characters in the Tibetan alpha- 
bet. This was only one of the 
many problems which had to be 
solved, 

A. German firm agreed to 
assemble the machine and, after 
MTD artists had drawn all the 
characters to a large scale in 
preparation for cutting, the type- 
writer was successfully con- 
structed. 


Municipal printing 

Tunbridge Wells Town Council 
has postponed for a year a 
scheme to set up a municipal 
printing unit because of the need 
to limit capital expenditure. The 
finance committee says that it 
would be advantageous to the 
Council to install office printing 
machinery. The intention was to 
spend £2,500 on such plant. 

South Shields Corporation has 
been recommended by its finance 
committee to spend £2,065 on 
installing a Multilith offset-litho 
system for forms and _ other 
simple items, some of which are 
included in its present printing 
contract. Two women clerks are 
to be used as operators for the 
machines, which will be installed 
in the Borough Treasurer's 
department. 


Students visit silk-screen works 


Display Productions Ltd., of 
Holloway, were visited last week 
by the advertising students taking 
the advertising course at the 
North-Western Polytechnic. Re- 
ceived by H. Perryman, produc- 
tion manager, the students were 
taken through the silk screen 
process. 


Harold Butler, of Saward, 
Baker & Co. Ltd., their instructor, 
who arranged the visit, thanked 
F. C. Timbs, managing director, 
and Mr. Perryman and his staff. 
This is the seventh successive 
year that students have visited 
Display Productions. 
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AD MAN IS 
NEW JUNIOR 
MINISTER 


CONGRATULATIONS to Ian 
Harvey. It is always a good thing 
to see an advertising man moving 
upwards on the Parliamentary 
ladder. I am not too worried about 
the fact that, as a junior Minister, 
he will no longer be able to inter- 
vene in debates when advertising is 
being mentioned because as a junior 
Minister he is confined to talking 
about questions affecting his own 
Ministry; for an energetic MP's 
influence is by no means restricted 
to the floor of the House. 

But I doubt whether, even with 
his immense capacity for work, he 
will now have much time for in- 
dulging in his week-end relaxation 
of refereeing club rugger matches. 

When I asked him whether his 
new move is the highest political 
appointment yet achieved by an 
advertising man he laughed and 
said: “I don’t know; but it’s the 
lowest in point of salary!” 


* * * 


HIEADING the list of editors of 
the new Focal Encyclopedia of 
Photography is Frederick Purves, 
who joined McCann-Erickson as a 
copy group head earlier this year. 

A director of Focal Press Ltd., 
Mr. Purves graduated in electrical 
engineering at Durham University 
and gradually changed over from 
engineering to writing and finally to 
copywriting. He has always been 
interested in taking photographs and 
writing about them, and is of course 
interested in the use of creative 
phofography for advertising. 


F. J. Lyons (right), managing director 
of F. J. Lyons Ltd., the public rela- 
tions firm, presents Alan O. Trower 
(director) with a long-service award, 
and inscribed gold cigarette case, 
and installs him as first member of 
the firm’s Decade Club. The firm 
was founded 20 years ago. When 
Mr. Lyons reopened it after his 
return from the RAF, Mr. Trower 
was the first executive to join him. 
* + * 


WHO stole the fog lamps from 
the Jack Barclay Rolls-Royce exhibi- 
tion models at the Motor Show? 
They disappeared, although sales- 
men were on the stand all the time, 
and it had taken at least two hours 
to fix them. 

Alfred Pemberton Ltd. are the 
agents, but they can throw no light 
upon the mystery. 


a gtoup of nine 
influential newspapers 
AB.C.Weekly Net Sales 


Golfing wives get 
in on the act 


WATCH out, ye golfers who have 
golfing wives. I hear that George 
Dunbar, next year’s Nags captain, 
is planning a “Fillies’ Invitation 
Meeting” with husband-and-wife 
entry, playing mixed foursomes in 
the morning and possibly splitting 
up—“temporarily, I hope,’ says the 
captain—in the afternoon. 

This is an excellent idea—and a 
shrewd one too. For golfing wives 
who enjoy this outing, which they 
will indubitably do if it’s anything 
like normal Nags events, will no 
longer be able to express doubts 
on the company their husbands keep 
at the male-only events. 

If this fixture is arranged, I 
prophesy a spate of marriages early 
next year between bachelor Nags 
and ladies who own a set of clubs. 


Leads treble life 


A DOUBLE life is not good enough 
for Raymond Bishop; he has at 
least three careers going right now. 
As headmaster of St. Ann’s Heath 
Primary School, Virginia Water, he 
has some couple of hundred children 
under his care. After having been a 
gardening contributor to Reveille for 
a number of 
years, he is 
now its gar- 
dening editor. 
Andon Friday 
evenings at 10 
p-m., in con- 
junction with 
actress Noele 
Gordon, he 
does an ATV 
homes’ and 
gardens’ 
magazine for 
the Midlands. 

What with 
this, and a 
postbag that 


averages 100 


R. Bisho 
sf letters a day 


(mostly relating to his Reveille work), 
and that has sometimes reached 6,000 
in a week, Mr. Bishop is a pretty 
busy man. In addition to his TV 
magazine he has done a large 
number of gardening commercials 
for such firms as Fison’s and May 
and Baker, and also horticultural 
consultancy work, and is willing to 
do more of both. ; 


* * * 


E very now and again the Con- 
cert Artistes’ Association gives a 
“special” concert. One such 
occurred yesterday (Thursday) even- 
ing. It was for advertising people, 
because Freddie Sadler, one of the 
artistes and a moving spirit of the 
Association, has many friends in 
Fleet Street and has himself done a 
bit of copywriting and script 
writing. A number of artistes gave 
their services. 

Among advertisement men who 
took along parties of agency people, 
clients, and newspaper men were 
Arthur Pierce, assistant advertise- 
ment manager, Illustrated; W. J 
Abbiss, London advertisement 
manager of the Manchester Evening 
Chronicle; and Gordon Tett and 
Sydney Downing, advertisement re- 
presentatives on the Daily Herald 
and Daily Express, respectively. 
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Jack Burt-Atkins makes lead soldiers 
as well as marionettes. 


Strange hobbies 


AGENCY creative people often 
paint or write in their spare time. 
But I wonder if any agency creative 
staff can boast more unexpected 
hobbies than those of T. B. Browne 
Ltd. 

Jim Hart, for instance, designs 
and builds fireplaces; Val Brown is 
an artist in wrought iron; Bill 
Skerritt makes perfect scale models 
of aircraft. Susan Roberts, group 
copy chief, goes in for period 
clothes and historic autographs. Her 
collection of the former includes 
some stockings and a dressing gown 
of Queen Victoria, and of the latter, 
the signatures of Liszt, with his 
scribbled musical notation above it, 
the flourishing autograph of Charles 
Il, and a document that once be- 
longed to his mistress, Moll Davies. 

Figure-artist Jack Burt-Atkins is 
sensitive about accuracy in repre- 
sentations of period army uniforms. 
He makes lead model soldiers— 
particularly of the 1740-1815 period 
—which are as authentic as they are 
beautiful. 

Campanology (bell ringing) has 
been typographer Margaret 
Howard’s energetic relaxation for 
the past nine years—mostly at her 
parish church at Ewell. The tenor 
bell there, weighing 14 cwt., is the 
heaviest she has rung. 

By contrast, the interests of 
Michael Savage, visualiser, are much 
more scientific. His hobby is 
electronics; he has just designed 
and constructed a radiogram, the 
back of which does not reveal a 
single component, so that it looks 
just as well in the centre of a room 
as against a wall. 

If any other agency can boast a 
better array of private talent, I shall 


be surprised. 
CONTACT 
WEEK'S WISECRACK 
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“Carruthers thought carry- 
ing the flame to the 
Olympics had something to 
do with secretaries accom- 
panying chairmen to Mel- 
bourne.” 
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We Hear 


The Association of British Cham- 
bers of Commerce will produce 
another edition of their “Manual” 
for 1957. This official publication 
goes to over 100 Chambers of Com- 
merce, with a combined membership 
of 70,000. Advertisements will be 
handled by Cowlishaw & Lawrence 
(Advertising) Ltd. and production 
by Newman Neame Ltd. 

* * * 

Morecambe and Heysham Cor- 
poration plans to have aerial 
publicity photographs taken of the 
resort next year. 

* * * 

Torquay publicity committee has 
urged loca] traders to support a 
scheme for a “Torquay tie,”” to be 
manufactured and sold in_ their 
shops. 


* * 

The November number of Reader's 
Digest carries, for the first time, a 
new advertising feature in the British 
edition—a six-page, four-colour gate- 
fold. This first gatefold has been 
taken to advertise the new range of 
— Cars by Dorland Advertising 

Ad. 


Cheers 


By request “of the Bri the British Olympic 
Association, a large supply of 
Lucozade has been sent to Me!- 
bourne by Beecham Foods Ltd. for 
the British athletes taking part in 
the Olympic Games. 

* *x * 

Margate Corporation publicity 
committee plans to allocate £2,317 
for national and provincial press 
advertising for the first five months 
of next year. 

* * * 


A map of India produced by the 
Indian and Eastern Newspaper 
Society is available free of charge 
from the b sssntaad . ee Office. 


The new ies Solid ‘oan 
TV Commercials—offering an “offi- 
cial Robin Hood t"—are now 
being seen in ABC Television Ltd.'s 
Midlands Children’s Hour pro- 
ramme, and not in Associated 

eleVision Ltd.'s Midlands Chil- 
dren’s Hour. 

— * * 

The current work of Helen Jar- 
dine Artists is being displayed by 
Lintas Information Services in their 
press room. It will be followed 
next month with a Christmas dis- 


play. 
Atomic PR 


Galitzine & Partners Ltd. are 
handing PR in this country for an 
International Atomic Exhibition 
which will be held in Holland from 
June 16 to August 31 next year. 

*x * *x 


The Mayor and Mayoress of 
Derby, and Mrs. J. H. Christmas 
and several friends paid a visit to 
the Derby Evening Telegraph offices 
in Derby recently, to see how a 
newspaper is produced. 

* * * 

An advertisement which appeared 
in ADVERTISER'S WEEKLY and other 
journals containing a map showing 
how the new ITA transmitter at 
Emley Moor completes ABC Tele- 
vision Ltd.'s network has been issued 
as a reprint by them. 

7 *x - 

Changes of address: Collins Signs 
to 5a Clarence Yard, Crampton 
Street, London, S.E.17; Milford- 
oe Ltd., to 107 Crawford Street, 
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PUBLICATIONS IN THE NEWS 


Apprentices’ 
journal 


The first issue of Apprentice 
appeared this month. Priced 1s. 6d., 
it is of 48 pages. The print order 
was 15,000. Designed as a non- 
technical magazine for apprentices 
to give them “a wider range of 
information related to their work 
and life,” the magazine will appear 
annually each autumn. Next year 
it will carry advertisements and 
eventually it is hoped to produce 
it quarterly. It is published by the 
publications department of the 
ean" — cay. 


Deter. & Steck Brocton has 
stopped publication of its Northern 
Edition, first introduced on March 
6, 1951. Many readers prefer one 
national edition on Tuesday. After 
extensive reorganisation in their 
printing works, it has now proved 
possible to put this change into 
effect. 


+ + os 
Odhams Press Rhodesia (PVT) 
Ltd. have announced that the first 
issue of a new reference book, The 
Rhodesian Builders’ and Architects’ 
Year a > is _ Sang Foepaens. 


The Evening News is to publish 
a second series of “The Bible was 
Right” articles. The series is being 
publicised by double-crown bills in 
the London Underground and on 
suburban line stations, as well as on 
commercial TV. 

a 


A special ong rena in 
Se current issues of 


~~. Clothier a 

Up, published by the’ United Tradk Trade 
Press Ltd., is a visitors’ guide for 
overseas readers expecting to attend 
the company's First International 
Clothing Trade Exhibition, from 
May 28 to June 1. The supplement 
is supported by seven pages of ad- 
vertisements from hotels, restaurants 
and car-hire firms. The issue is 
being specially circulated to over 50 
countries. 


Price increases 


The monthly Creasey Mystery 
Magazine will increase its price 
from Is. 6d. to 2s. with effect from 
December issue. Liberal News, 
weekly, increased to 4d. from 3d. 
with effect from last week. 

» 


The annual national ballot to 
elect the “Sportsman of the Year” 
is now to be organised by the 

Express. Since 1946 the 
a Ry = ballot has been 
andle Sporting Record. This 
year’s ballot for the Sportsman— 
and Sportswoman—of the Year will 
open on +e 10 and close on 
emcee” 
* 
gp e ee booklet, 
to Christmas Shop- 
ping,” to. resented with the 
Christmas J cr of Everywoman 
next week, will give details of gifts 
to buy at “moderate prices.” The 
issue will be supported by national 
press advertising. 
* + 


. 
A Gift-Planning Number of 
Woman next week will present a 
collection of inexpensive Christmas 
gifts to make and to buy. National 


press advertising will support the 
issue. 


“Your ‘ 


“The 
Home” will be an illustrated feature 


Richard Attenboroughs at 
of the December issue of My 
~ * * 

The story of Gordon Selfridge 
will begin in a 64-page John HW 
next week. Author is A. . 
Williams, who was Mr. Selfridge’s 
advertising manager for many years 
and later his co-director. National 
press advertising will support the 
issue. 


7 * * 
Distributed free with the Decem- 
ber issue of Lilliput will be a 24- 
page booklet described by Hulton 
Press Ltd. as a “guide and com- 
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For jazz fans 


Keynote is the name of a new 
monthly musical magazine selling 
at Is. 9d. First issue will be out 
on Monday. Page size is 11 in. by 
8} in. Editorial includes features on 
many well-known jazz musicians 
and reviews of popular music. 

*” oF ” 

Reader's Digest will circulate 
from March a new world-wide 
“Overseas Military Edition.” It 
will be similar in content to the US 
Edition. It will be based on a 
circulation of 120,000 copies per 
month and will sell through the 
American Forces “PX” stores in all 
parts of the world where American 
troops serve. A single black-and- 
white page will cost £268. The 
advertising pages will aim specifi- 
cally at servicemen their 
families —, 

* > 

Net dal sale of the Daily Sketch 
last month was 1,283,000—up by 
21,000 on the previous month 

* * * 

The Berks, Bucks & Oxon County 
Farmer ceased publication from the 
October issue. A. Glenbinning, pro- 
prictor and editor, states that rising 
costs, coupled with a recession in 
farming and insufficient advertising, 
have made this necessary. A cir- 
cular offering a refund of outstand- 
ing subscription money has been 
sent to subscribers. 

* * * 

The Cable Printing & Publishing 
Co. Ltd., the publishers of Look and 
Listen, have announced that owing 
to production costs and “other 
economic problems,”’ publication of 
the journal will cease after the 
December issue. 


panion for the beer drinker.” 
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LONDON 
73, Grosvenor Street, London, W.1 
Telephone: GROsvenor 8228 (3 lines, 


E ADVERTISING), 


Over 70 advertisers use Roe Outdoor Advertising Limited 
for poster and transport advertising, signs, displays, 
films, and exhibitions throughout the country. 


ROE CUTDOOR ADVERTISING LIMITED 


THAT 


MANCHESTER 
20, St. Ann's Square, Manchester, 2 


Telephone: BLAckfriars 9786 
(4 lines) 
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“Young acquaintances 


must last longest” Dr. Johnson 


Acquaint youth with your products 


BY ADVERTISING IN (hh YY, wl 


PAPER 


ADVERTISEMENT MANAGER GEORGE H. PHIPPS LUTTERWORTH PERIODICALS 4 BOUVERIE STREET E.C.4 


. ol Oe. UU lhe hCU 


a “te - 1 ae wiki < ee. oe eee a | ie TS 1 a 
j ee 
as 
eal 
ee 
r ee 
7 3 
} 
a 
aed — 
Riis ; ae ms ag ee 
 ___ae eee =e) a ee a Be eer ts ae eee a , 3 \ ‘ 4 ~ ' 4 A 
- eae the as cid rs Pye: AEG * 2 5 we? ee es, a “ % 
ie a Res a V NGS i) cei > "Cae aS Beh Ae : ie 
Oe ears.) | Sets ee Fo a Z ee : ae i 
¢ cath ei gr a oe hee os F ae Be — a: a Bo 
ie). , ee, acres ee s: == a) gees 
ee pee dey se He eee eat ee a ae Sot ‘Sina a ae a ae oe 
. ey ie eatiig aie 7 Ea A: 4 ae . " a : * *t a me ; 3 - 
ee. ef ie eS a "oie me - Pk +. See eareme mats . ta ie ss tng ; 
“ty ire aes ae F os u z een ce i ae Oe 
: é et ie aS ae iz aes Pic a : "i -* . % fe ag * he 
uf ¥. r eS gee ees Bis or a a4 y 2 ee : se.  . & BER Oe “2 3 -- 
‘it een . 4 Nee ce A ee eee ee Pee: le % <A 
ii ere i ae i a . ee ; ge € oa he if : a oe ‘. i 
ae. ee es :. oo ae age ! ee -_- rss mm 4 
: pie — ce sade xz . 4 “ 2 weet ¢ #53 : £ a 4 a 
—— 7 ey Papas Sct Ps, et — +3 3 a gee 
: iad J ES ce fg . s a5 gs: = ‘ ca : \ 
si. ce aaa ” is. hee ¥ < . ee ce %, a ra = 
poe — ; =  * > ao 4 2, y f a e died ; a : ail 
; ne i : ; a iy wi “Y a 3 ; Th : Ps zat 
ee re & = ae ee. - a E : : ad P "ae 
, ee & oe = : ~ <3 5 may . a at 
3 Bh ; ~e 4 i eae St ’ ‘ ad fi 
> a ‘ es , as = 5 mf eat uae 
4 PS 5 ae a ee A ae 
a ay’ a s 2 aa —— * Beh ‘ aes 
om cog ea F e: ‘ae 3 ‘ es . = ae 
ae | oe e 
pe ee > a 4 ; i az = ee i 4 
oe io press. ae “ i am 4 iterate zg 1 ae 4 ? La : 
. er i. ae Be 2 a ee a: 
$ a ed ee + aa q RR ee S, See 
ee SS re ——- A Ce 3 z * =A we, i 4 2 * re 
: OO We  - a | me 2 cia 
: Sm 4 Bers tee ee ; LS we x ns ig aes, . a es Ee nf ei 
| ¢ com os i — % * a as eee ‘a. ee pe , 
i & are! a i Sai Dg ee , ae ae oe , | ad came sae aS 
¥, eee 2 ‘ li, 7 ‘ : = je : . i 
’ 
ee 
% 
‘ 
-. 
Vg ‘ 
a. 
a ee 
‘ 
he 
; 
7. ; 
ee . = ~ a - : ; 
“ae oe ‘ ~ 
ty. " - - ae - 
uN . o ¢* a 
ais “ 4 S Be eel c is oer : 
Pk: ‘ 7 EA , < Bi kg aa .. il ae 


NoveMBER 16, 1956 


Gillette spend 
£80,000 


The trade is once again 
being used by Gillette Indus- 
tries Ltd., to announce details of 
the money being spent on adver- 
tising to increase sales of the'r 
razor sets. In the six weeks 
before Chrisimas £80,000 will be 
spent on nationa) advertising, 
including window and counter 
displays. Agents are W. S. 
Crawford Ltd. 


Philips use TV for 
‘Christmas gift’ 
Philips Electrical Ltd. are to use 
a new commercial BV campaign 
featuring the Philishave dry shaver 

as “the ideal Christmas gift.” 

Bookings have been made on 
London, Birmingham and Northern 
stations for a 30-second spot every 
Saturday between 7.30-10 p.m., com- 
mencing tomorrow (Saturday), and 
for two 15-second spots every Sun- 
day between 8-10.30 p.m. 

Gartoon films will be used and 
the campaign will continue until 
Sunday, December 16. Agents are 
Erwin Wasey & Co. Ltd. 


Part of the account 


We are asked to state that only 
the Limpet and Foamoprene adver- 
tising of Kay Brothers Ltd. is 
handled by Fords Advertising Ltd. 
of Bristol. 
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Current Advertising 


Y & R in ‘Suxury’ 
cake mix launch 


A “new concept" in cake mixes, 


Golden Spoon Mix, made by Alfred © 


Bird & Sons Ltd., is now in grocers’ 
shops. In one box there is the cake 
mixture, an aluminium foil baking 
tin and sufficient chocolate fudge 
icing to cover the cake. 

The pack in which Golden Spoon 
is presented is coloured black with 
gold lettering and design. The word- 
ing has been reduced to a minimum, 
say Young and Rubicam Ltd., the 
advertising agents. and the whole 
pack “is aimed to enhance the 
quality angle and create an aura of 
luxury.” 

Golden Spoon will be on sale 
initially in the London area and 
Home counties only. The advertis- 
ing campaign will use 30-second 
commercials from the London tele- 
vision station. 


CHEESE CAMPAIGN 


The first ever national advertising 
campaign for English Cheese will be 
launched in the first week in Decem- 
ber by the English Country Cheese 


Council with a half-page in the 
Daily —— It will be followed 
by a inch across five-column 


space in the Daily Mail. The trade 
og! is also ie ee Se. Agents are 


This pice shows the fact for the | 


Golden Spoon 
Silvikrin campaign 


A national campaign for Silvikrin 


Hair Cream broke this week, with | 


spaces in newspapers and magazines, 


spots on commercial TV, and using | 


posters and merchandising material. 
Agents are the London Press Ex- 
change Ltd. 


Concord Chairs 


Gee Adv Ltd., who are to 
take over the advertising of Con- 
cord Chairs Ltd., will commence 
operations on January 1. 


CURRENT ADVERTISING AT 


A GLANCE 


Accounts 


F. WRIGHTON & SONS LTD. 
will cease to be handled by 
Gordon & Gotch (Advertising) 
Ltd. at the end of the year. 

SECRETARY COPYING 
MACHINE (Minnesota Mining & 
Manufacturing Co. Litd.), for 
Legget Nicholson & Partners Ltd. 
Large spaces in national and pro- 
vincial papers planned. 

ROGEE BLOUSES LTD., for 
Baron Moss Advertising Ltd. 

HOUSE OF HAYWARD LTD., for 
Webster Ridgway & Partners Ltd. 

HUPFIELD PLASTICS LTD., in- 
jection moulders; RIVIERA 
MODELS, cocktail and cotton 
dresses and coats. Accounts for 
Nicholls Dorrity Advertising Ltd. 

ASSOCIATED PRODUCTS (ENG- 
LAND) LTD. (Tattoo Cosmetics. 
Quickies & 5 Day Deodorant). for 


Smiths Advertising Agency Ltd. . 


BRITISH VACU-LUG LTD., 
reconditioned tyres; HUNTS 
(YARMOUTH) LTD.., soft drink 
makers: W. H. A. ROBERTSON 
& CO. LTD., makers of rolli 
mills, etc.; MELROSE TAN- 
NERS LTD.; R. KENDALL 
LTD., outboard boat makers; 
E. LACON & CO. LTD., brewers. 
Accounts for Willsmore & Tib- 
benham (Norwich) Ltd. 

BOLLOM LTD., dry cleaners and 
dyers, for Goble & Bone Partner- 


ship 
COSTAIN CONCRETE CO. LTD. 
for John Haddon & Co. Ltd. 
KAPUTINE LTD.. manufacturing 
chemists, for T. B. Browne Ltd. 
CHECK, anti-perspirant deodorant 
stick by Goya, for Robert Sharp 


& Partners Ltd. 

WAKEFIELD SHIRT CO. LTD. 
makers of Double Two Shirts, 
for Graham & Gillies Ltd. 


Campaigns 


E. K. COLE LTD., using all com- 
mercial TV stations for Thermo- 
vent convector heaters. (Willing’s 
Press Service Ltd.) 

REMINGTON RAND LTD., usi 
national papers id Univac. ( 
Street & Co. Ltd. 

BOULTON TUBULAR STRUC- 
TURES LTD., using building 
trade papers and technical jour- 
nals for rust-proof tubular con- 
struction units. (Smiths Adver- 
tising Agency Ltd.) 

AEIl LAMP & LIGHTING CO. 
LTD., using trade and technical 
press for Mazda Christmas 

lights. (Mather & 
Crowther Ltd.) 

MIDLAND RUSK CO. LTD. 
using oI papers and com- 
mercial TV on Midlands’ station 
for varieties of Flaval Stuffing. 
(S. C. Peacock Ltd.) 

E. R. HOWARD LTD.,, using trade 
press, national dailies, Sundays 
and consumer motoring press for 
Shim. new car shampoo. (Misani 
Gooderham & Young Ltd.) 

HILL’S BALSAM, using national, 
provincial and periodical press. 
(T. C. Bench Ltd.) 

ALFRED BIRD & SONS LTD. 

using commercial TV on London 
station for Golden Spoon Cake 
Mix. (Young & Rubicam Ltd.) 

PHILIPS ELECTRICAL LTD., 
using commercial TV on all sta- 
tions for Philishave dry shaver. 
(Erwin Wasey & Co. Ltd.) 

GRANDEES LTD., using national 
dailies, magazines, trade press and 
point-of-sa material for new 
style slacks. Ni 
& Partners Ltd.) 

CROID GLUES, using commercial 

on London Station in ind 
“Market Place” pr 
(Auld & Tilbury Ltd.) 
TYNE BRAND 


CANNED MEATS 


& COUNTRY GARDEN 
CHEESE, using London and Mid- 
lands commercial TV in ATV 
“Market Place” programmes. 
(Auld & Tilbury Ltd.) 

VIOTA EASY-MIX, using seven 
leading advertising magazine pro- 
grammes on all commercial TV 
stations during the next month. 
(Auld & Tilbury Ltd.) 

GILLETTE INDUSTRIES LTD., 
using national advertising and 
point-of-sale material for razor 
sets. (W. S. Crawford Lid.) 

T. C. WILDE & SON, using com- 
mercial TV on London and Mid- 
lands stations for Royal Albert 
China. (John Westwood Ltd.) 

CHARNOS STOCKINGS. using 
Daily Telegraph, The Sunday Times 
and Observer for Christmas pack. 
(Colman, Prentis & Varley Ltd.) 

SWIFT'S SILVERLEAF PURE 
LARD, using commercial TV on 
Midlands station, women’s maga- 
zines and trade press. (E. W. 
Barney Ltd.) 

ENGLISH COUNTRY CHEESE 
COUNCIL, using Daily Express, 
Daily Mail and trade press. 
(W. S. Crawford Ltd.) ; 

W. B. CARTWRIGHT LTD., using 
commercial TV and provincial 
press for Penetrol inhalers and 
inhalants. (Sells Ltd.) ; 

REMINGTON RAND LTD., using 
national and provincial papers, 
magazines, cinema film and point- 
of-sale material for electric 
shavers. (G. Street & Co. Ltd.) 

SILVIKRIN HAIR CREAM, using 
newspapers, magazines, commer- 
cial TV, posters and point-of-sale 
material. (London Press Exchange 


Ltd.) 

VINOLIA CO. LTD. (selling agents 
Pepsodent (Sales) Ltd), using 
national dailies and women's 
magazines for Duet liquid cream 
home perm. (Lintas Ltd.) 


ADVERTISER'S WEEKLY 


Are you reaching 
both sides 

of the fence 

in Manchester ? 


Women like the 

Evening Chronicle: 

more read it every month... 
for complete coverage 

of this great market it is 

an indispensable medium. 


ou can’t cover 
Manchester 
without the 


EVENING 
CHRONICLE 


ist 

in Britain 

FOR GROWTH 
45,830 extra copies in four years. 


Fastest-growing evening in 
Britain. 


3rd 
in Britain 
FOR SIZE 


ABO 296,729. Third-largest 
provincial evening sale. 
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EQOUCEERIEN CLASSIFIED ADVERTISEMENTS 


SerDinrRENtS DARED, ACS te fe! tts Saal na Ss 

Ss J J A WANTED, 3s. per line, per jay panel inc . sos 

SUPPLIES, PRINTING, classifications, 4s. 6d. per line, 50s, per display panel inch. Minimum, 3 ‘limes. — Technical Advertising 

STATIONERY & No charge, one lime plus Is. covering postage, a arta, rates on apytention 1 all Y OUT ARTI ST 
TISIN : ; advertisements under seven insertions MUST B EPAID. ress **Advertiser’s l A 

ADVERTISING DEPT Weekly,”’ 180, Fleet Street, London, E.C.4. WATerioo 3388 (Ex. 25). 


on a Pe See Dee 


London Technical Advertising 

Group wants a man to assist 

has vacancy for a him on the creative side and ir 

the day-to-d ning of the 

MALE CLERK eee WISUALISER ||| ede’ te can ote 
age 25-28 years 


We want a Senior Visualiser who is ideas, have a good knowledge 
of types, and be able to prodyce 


Previous experience an advantage ! 
but not essential. thoroughly experienced in handling technical visuals, layouts and designs 
Position offers full scope for advertising in the National Press and in either as pencil “‘scats” or up to 
advancement and is pensionable. : ; : 

Particulars regarding prospects specialised media. He will be responsible client presentation standard. 
and remuneration given at in- for originating lively modern campaigns, in Our employees know of this 
terview. ; P advertisement. 

Write in first instance, giving collaboration with our Copy Director, and 
details of qualifications and ¢x- taking his ideas up to the presentation stage. Full details please—age, experi- 


perience, to the Practical agency experience is essential ence, salary required. 
Secretary, (Staff), " 


: » Box 4897 
, : Wi P. Sch d a Profit Sh 
wins + ogame - aa @ Pension Scheme and o Prof — Advertiser's Weekly 180 Fleet St EC4 
iham » Be . 


Box 4880 — 

JUNIOR CLERK required for circula- 9 AaTIST, young, with commercial back- 
tion department of trade journal Advertiser’s Weekly 180 Fleet St EC4 ground required aon Publicity depart 

he Good education and typ- 4 7OC scope for thoroug 
cone A ggg Sh mm work and training in advertising and sales pro- 
opportunities for progress Good PROMINENT FIRM OF DRY | VOUCHER/INVOICE CLERK required motion "Phone Malden 3262. The 
salary and luncheon vouchers. Write CLEANERS has a vacancy for a by agency in West End Able to Shannon Ltd., New Malden, Surrey 
in first instance to Miss Thurston, Sales Manager to look after a large type is an advantage. Bonus scheme 
John Trundell & Partners § Ltd., group of — = both - to —_———- | Five-day week. Give full particulars 
Temple or eee Temple Avenue, tion and sales development. hose and salary required to CATION N 
London, E.C interested in such a position should Box 4942 Ad. Weekly 180 Fleet St EC4 neers ay canadien ai “ene 

; apply, giving full details of past | MALE OR FEMALE CLERK required book} 

LETTERING ‘nik DESIGN ARTIST experience, age, salary required, etc., fo . gon ey — 4, = + me "~ technical - ye etc 
for firm dealing with packaging, outer | or the promotion department of trade | ust have experience of such work 
London. Excellent opportunity for | 

! 


ASSISTANT WANTED FOR PUBLI- 


to b . ; journal publishers A knowledge of | and technical writing ability. Know- 
person with creative ability, also able Box 4941 Ad. Weekly 180 Fleet St EC4 typing essential. Good salary and ledge of layout and type, etc., re- 
to do small finished lettering. Modern DESIGNERS EXHIBITIUN STANDS luncheon vouchers. Write in first quired, but not finished art work 


Studio, sports facilities and pension and display required b London | instance to Miss Thurston. John Five-day week. State age, experience, 
scheme. Write, ae experience and exhibition contractors. ensionable | Trundell & Partners Ltd., Temple salary required. Apply to the Per- 


d. post. Chambers, Temple Avenue, London, | sonnel Manager, CAV Ltd., Warple 
Bon 4850" Ad. We Weekly 180 Fleet St EC4 Box 4809 Ad. Weekly 180 Fleet St EC4 EC 4 | Way. Acton. W.3 


CHROMOWORKS LTD. 


Design & Detail neti la i ats Tiniagtan 


printers of showcards and displays, posters to any 
size, labels, folders and brochures, etc., 


zo hand in hand | HAVING BUILT AN 
for the man we want ADDITIONAL FACTORY 


will greatly increase their output of all classes of work 
with even better service. Therefore, we 


ARE LOOKING FOR A 
FIRST CLASS 
REPRESENTATIVE 


He should preferably have experience of selling in the 
Litho field—a connection with National Advertisers 
and/or Agencies would be an advantage. A good 
; Agency man might like to consider a change. 
ability—plus enthusiasm—is the combination We have a tip-top Studio and print some of the finest 
offset work in the country. 
we are looking for. Experience secondary to The position carries a good salary, expenses and com- 
mission (with a guarantee for the first year) without 
ability—for the right man. Salary £700-£800. any limit to ultimate income. 
| You can telephone for an appointment (WiLlesden 
ae 0182, Extension 9), or write full details in complete 
Write to. confidence (please mark envelope ‘ Confidential ') to 


Box 4909 Sales Director 
Advertiser’s Weekly 180 Fleet St EC4 CHROMOWORKS LTD. 


HIGH ROAD, WILLESDEN, LONDON, N.W.10. 


A man who can handle every facet of the 
exhibition and display work undertaken by the 
Publicity Division of a Manufacturing Group 
with a wide range of products. A feeling for 


modern design combined with administrative 


Phone vour classifieds to WAT 3388 (Ex. 25) 


a . 

EAR POUTE NTS vacan 
F re | 
; ; 
| = == ~~ APPOINTMENTS VACANT The Studio Director of a ; 
| | ee 
| a 

| 

; ‘ : » 
aS il ooo \ . Te. ee ee a 7 i : 


NoveMBER 16, 1956 


Excellent opportunity for 
experienced 


SPACE or SPECIALITY 
SALESMAN 


with established international or- 
ganisation to work in provinces 
and later abroad (if desired). 
Several sponsored media. 25% 
commission on new and repeat 
business. Right man has oppor- 
tunity for appointment of Senior 
Executive position which will 
shortly become vacant because of 
present Executive’s transfer to 
overseas branch. Phone LEWIS, 
HY De Park 9836 or write stating 
age and experience, in confidence 
to 


Box 4988 
Advertiser's Weekly 180 Fleet St EC4 


MANAGER. Freemans (London, 
S.W.9) Lid, 139 Clapham Road, 
S.W.9, have vacancy for Manager in 
their Multilith Printing Deparumest 
Write in confidence, stating age ful! 
details of previous employments and 
responsibilities in positions held, to 
Managing Director, Dept. MP., at the 
above address 


LADY ARTIST required by 
firm. Must be good at 
Write, stating age, experience and 
salary required, to N. Yeomans & 
Co., Ltd., 166 Hertford Rd., Entield 

WEST END ADVERTISING AGENTS 
require Secretary/Shorthand Typist, 
age 25-35, hours 9-5.30 No Sats 
Box 4938 Ad. Weekly 180 Fleet St BC4 


printing 
lettering 
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APPOINTMENTS VACANT 


CLASSIFIED ADVERTISEMENTS 
L_____APPOINTMENTS VACANT 


WE WANT A SPACE BUYER 


We visualise a woman for this job. She is probably working at 
the moment in an agency in the space department and her chances 
of promotion are pretty slim. She has a good knowledge of 
agency routine and a very good knowledge of the press. (We 
would prefer her to have a thorough knowledge of the technical 
and industrial press in particular.) She will have initiative and 
imagination and will be satisfied with nothing less than 100°, 
efficiency. In other words we want a co-operator who can bring 
matters to a definite conclusion without a lot of time-wasting 
verbiage. She must be diplomatic both on the telephone and in 
a letter. She should be able to use a typewriter. She must be able 
to get the best out of her staff who will be prepared to help her 
in every way provided she encourages them to do so. 

If you feel that this job might have been made for you, let us 
know all about yourself because it is a really excellent opportunity 
for the right person. Incidentally we are a London Advertising 
Agency with a lot of ideas for expansion and our staff are aware 


of this vacancy. 
BOX 4889 
ADVERTISER’S WEEKLY 180 FLEET ST EC4 


ADVERTISEMENT 
TIVE with 
feature experience required 
in S.W 


salary 
Manager, The 
Victoria Street, Liverpool 
LETTERING ARTISTS required 
class work 


conditions Tel. for 
Terminus 0968 


AN OPPORTUNITY OCCURS in the 
advertising 
known electrical manufacturing com- 


print, preferably with some experience 


literature 


Box 4933 Ad 


REPRESENTA- 
newspaper and special 
Contacts 
Write 
experience and 
Advertisement 
Evening Express, 


industrial merchandise Ap 
must have flair for this field 
competent copywriters 


Lancs an advantage 

particulars of 
expected to 

week examining and 

merchandise at W.1 

necessary. Write 

Box 4951 Ad. Weekly 180 Fleet 


area 
First- 

salary and 
appointment 


only. Good 
PERSONAL ASSISTANT requi 
advertisement manager of well 
pharmaceutical manufactuter 
20-30, good personality 


department of a_ well- 


for a young man interested in tration of advertising depa 
Write, stating experience and 
required, to Box No. 
Haddon’s, Salisbury Square, I 
Weekly 180 Fleet St EC4 EC 4 


the preparation of advertising 


Write, in confidence, to 


SPARE-TIME COPYWRITER to write 


selling captions on a wide range of 


plicants 
and be 


Work can 
be done at home but 2 or 3 hours a 
comparing the 
would be 


St EC4 


red by 
known 
Girl 


shorthand 
typing and able to assist in adminis- 


riment 
salary 
W5234, 
ondon, 


ADVERTISER'S WEEKLY 


Mm APPOINTMENTS VACANT 


COPYWRITER 


A first-class opportunity has arisen 
for a young copywriter in the 
Sales Promotion Department of 


DEXION LIMITED 


The work involves copywriting 
for literature, exhibitions and 
extensive Direct Mail activities. 
Applicants should be under 35 and 
prepared to work hard in 
return for a good salary, excellent 
sickness and pensions benefits and 
a really friendly atmosphere. 
Please send full details of age, 
education and experience to 


Personnel Department (C.3) 
DEXION LIMITED, 
65, Maygrove Road, 

London, N.W.6. 


EXPERIENCED MAN 


wanted for 
catalogue dept, 


Some knowledge of 
layout, copy-writing, etc., and cap- 
able of instructing studios Please 
write, Managing Director, J. > 
Williams & Co., Ltd., 53 Dale Street, 
Manchester, 1. 


VISUALISER AND LAYOUT MAN 
wanted either whole- or part-time by 
industrial organisation issuing large 
monthly catalogue Must be fully 
experienced in catalogue work and be 
able to work quickly Excellent 
prospects for able man (or woman) 
Write, sending full details and speci- 
mens of work (which will be returned), 


to 
Box 4952 Ad. Weekly 180 Fleet St BC4 


D'YOU 


WANT A JOB 


is essential. 


SWITZERLAND ? 


American PR/Advertising Agency 
wants a man to supervise media buying 
and production in its Geneva office. 


A good knowledge of French 


Interview will be arranged in London. 


Box 4993 Advertiser's Weekly 180 Fleet St EC4 


U.K. 


material. 


to °— 


ADVERTISING 
OFFICER 


FOR LONDON OFFICE OF 
COMMONWEALTH FOOD ORGANISATION 


with Nationally advertised product. 


Applications are invited from qualified men 
between the ages of 28 and 35 years, who have 
experience, for the above position. 
Duties would cover co-operation with Adver- 
tising and Public Relations Agents on ideas, 
production and administrative matters. 


Applicants must be capable of supervising 
and organising distribution of advertising 


Salary according to experience and contri- 
butory Superannuation scheme is available. 


Applications (which will be treated in strict 
confidence) stating age, experience, qualifica- 
tions, salary required, should be addressed 
Box 4934 


Advertiser’s Weekly 180 Fleet St EC4 


Phone your classifieds 


to WAT 3388 (Ex. 25) 


a = es | 
aa ee —_ | 
as 
|__| ee 
CU = | 
| ———— eS | 
. — ————_—— Co 
| mia 
7 , 
| 
| 
3 | 
a | 
Se: | 


ADVERTISER'S WEEKLY 


NOVEMBER 16, 1956 


CLASSIFIED ADVERTISEMENTS 


PRODUCER 


required 
to supervise the 
production of 


TELEVISION 
COMMERCIALS 


Well-known London Advertising 
Agency (in Commercial T.V.’s top 
six) requires an experienced Produc- 
tion Executive in the Television 


Department. 


Duties will include supervising the 
production of films for Commercial 
T.V., and a good knowledge of the 
technicalities of film-making is essen- 
tial. In addition, an ability to make 
a creative contribution would be a 
decided asset. 


Salary in accordance with qualifica- 
tions and experience. 


Box 4958 
Advertiser’s Weekly 180 Fleet St EC4 


APPOINTMENTS VACANT 


COPY 
WRITER 


with flair for presenting semi- 
technical products with general 
consumer appeal—wanted to 
work on preparation of sales 
literature and instruction 
manuals. Previous experience 
in Publicity Department in 
light engineering or instrument 
field would be advantageous. 
Would be required to work as 
part of a creative team in hard- 
pressed Publicity Department 
of expanding organisation. 
Salary £700. Write 


Box 4973 
Advertiser's Weekly 180 Fleet St €C4 


require 
REPRESENTATIVE 


Salary and commission. A good 
opportunity for the ambitious man 
looking for a high standard of 
living. Our present staff is aware 
of this vacancy. Write : 


Box 4954 
Advertiser's Weekly 180 Fleet St €C4 


A LIVE WIRE SALESMAN urgently 
needed for a small but rapidly 
expanding publishing company. 
Besides covering London he will 
travel to provincial centres, and 
must be experienced to make con- 
tacts at all levels in agencies and 
firms. The right man must hold a 
clean current driving licence, and will 
be paid salary and commission plus 
expenses. Only the men giving 
fullest details will be considered 
Write in confidence to 
Box 4984 Ad. Weekly 180 Fleet St EC4 


TYPIST required for responsible adver- 
tising work mostly under own initia- 
tive. Shorthand useful, not essential. 
Telephone : Hunter 0341 

EXCEPTIONAL OPPORTUNITY for 
experienced advertising man to take 


executive control of large classified | 


department of a leading provincial 
paper. Applicants should be about 
30 and enthusiastic as to possibilities 
of classified advertising. Every sup- 
port and attractive remuneration will 
be given to the selected applicant 
Please write with full details of — 
ence, age and present salary, 

Box 4956 Ad. Weekly 180 Fleet st “ECA 


COPYWRITER 


Large Liverpool retail selling 
organisation have vacancy for 
Copywriter (Male or Female) 
preferably experienced in De- 
partmental Store work. © Appli- 
cants must be conversant with 
all classes of Merchandise. 
Excellent working conditions. 
5 day week. Life Assurance and 
Pension Scheme. Full details, 
Stating age, education, positions 
held and salary required to: 


Box 4950 


Advertiser's Weekly 180 Fleet St EC4 


EXCELLENT OPPORTUNITY for 


man or woman in Public Relations 


Department of Publishing House. 
Some practical knowledge of press 
relations, combined with experience 


of copywriting and lay-out for adver- | 
tising, literature and general promo- 
tion Write, stating age, experience | 


and telephone number, if “wer 
Box 414, Frost-Smith Adyg., 
Finsbury Pavement, London, ich 


SITUATIONS 
VACANT 


The following situat‘ons are now open 
in really good London Advertising 


Agencies. “ 


agrees for Layouts to * Clients 
Standar. and Finished DOrawings, 
£8 to ais. 


vepunaseens, medium weight, should 
hav ency or Studio experience, 
£10 to Ais 


TYPOGRAPHERS, thorou wes y ae 
enced in Agency or Publi 
£12 to £18. 

TYPOGRAPHERS, with at least two 
years’ Agency background, £8 to £10. 

LETTERING ARTISTS, salaries accord- 
ing to work, £12 to €20. 


PRODUCTION MEN (National Service 
completed), one or two years’ experi- 
ence, £7 to £10. 


SPACE-BUYERS, must have good back- 
round ai knowledge of media. 
alaries according to experience. 

SPACE-BUYER Assistants. Salaries 

according to experience. 


PRINT BUYERS wich a complete know- 
ledge of all types of Print. Salaries 
according to experience. 


COPY DETAIL & TRAFFIC. Good 
openings for good men. Salaries accord- 
ing to experience. 


INVOICE & wy Same (Male 
or Female), €7 to £10 w 


BOOK-KEEPING eveuee, must have 
knowledge of Agency Work, £9 up. 

SHORTHAND TYPISTS, used to 
Agency routine, €7 to €! 0: 


JUNIOR TYPISTS. Keen juniors 
wanted to learn Agency work. 

MESSENGERS & “OD0DJOBS" in 
Agencies—Boys leaving school or elderly 
men. 


No Fees to Pay 


Write, call or "phone any day between 
.30 and 2 p.m., after that time 
A appointments only. 


STAFFS ORGANISATION 
Itt High Holborn, W.C.2 
CHANCERY 2550 
If you are in the Provinces and would 


like to work in London—write us— 
we may be able to help. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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NOVEMBER 16, 1956 


CLASSIFIED ADVERTISEMENTS 


CONTACT 
MAN 


Required by Central Lon- 
don Advertising Agency. 


The earning capacity of the 
applicant who fills this ap- 
pointment will be limited only 
by himself. Success will be 
well rewarded. 

We are seeking a man, say 
35 or over, with authority, 
presence, the ability to “ get 
in to see” people and some 
knowledge of advertising. 
He will create openings and 
generally prepare the way for 
the specialised agency execu- 
tive to develop and con- 
solidate. 

Our own staff are aware of 
this announcement. Please 
write giving full details of 
personal history over the last 
five years to 


Box 4964 
Advertiser's Weekly 180 Fleet St £C4 


All replies will be treated in 
confidence. 


Leading French Advertising 
Producers want a 
London Representative 


if you are well introduced with Adver- 
tising Agents and Advertisers. if you 
are able to organise meetings to show 
them our outstanding French-produced 
Films—Studio and Open-air productions 
—then you could become our sole 
agents for the U.K. 

Please write giving details and refer- 
ences. We will be pleased to give 


you ours. 
Box 4939 
Advertiser's Weekly 180 Fleet St EC4 


DIRECTOR VACANCY, due to retire- 


ment, will shortly become available in 
a highly placed and well-established 
agency. To fill the vacancy, the re- 
maining directors would welcome 
being joined by a top agency experi- 
enced, all-round contact/ accounts 
executive who is basically a brilliant 
copywriter with a real understanding 
of selling clients’ products. No 
capital is required, but he must have 
adequate existing connections that 
will assist in developing new accounts 
for the agency. Salary will be com- 
mensurate with his economic value 
to the agency. A cumulative incen- 
tive interest will be arranged for his 
retirement and dependants, based on 
the personal accounts the director 
develops during his service with the 
agency. Our own executives have 
seen the draft of this announcement. 
Only if you match up to the require- 
ments, please write for a personal, 
confidential interview to the Chair- 


man 
Box 4969 Ad. Weekly 180 Fleet St BC4 


SECRETARY/PERSONAL ASSIS- 
TANT required in publicity depart- 
of large West London com- 
Good opportunity for ambi- 
tious shorthand typist to work on 
advertising, press and public 
tions, house journal, etc. 
possess intelligence, initiative, sense 
of humour, good English, and a 
willingness to tackle thoroughly any- 
thing that crops up, however dull. 
Full details, please, to 
Box,4981 Ad. Weekly 180 Fleet St EC4 


rela- 
Must 


Advertisement Manager 


required for leading Technical weekly. 

ood salary, bonus, expenses and Pension 
scheme : 5-day week. Keen, experienced 
man anxious to make 
Ring M. D., Langham 6! 


or write 
Box 4943 


ogress wanted. 
for appointment 


Advertisers’ Weekly 160 Fleet St EC4 


TECHNICAL ILLUSTRATOR with 
experience of sectional and exploded 
line perspectives for interesting pro- 
gramme of service literature on air 
compressors. Engineering and/or 
drawing office experience would be an 
essential qualification, with know- 
ledge of modern printing methods 
desirable A good starting salary 
will be paid in accordance with age 
and experience. Apply in a to 
Personnel Manager, Broom & ade 
Ltd., High Wycombe, Bucks. 


ARTIST 


Male or Female Artist required for 
West End Studio. Good at lettering 
and capable of designing Point-of-Sale 
Material. 


"Phone Studio Manager at 


CALLING 
ACCOUNT 
EXECUTIVES! 


An opportunity occurs for two 
experienced men to join a 
progressive agency, old in 
establishment, but new in 
every other way. They will 
each be handed accounts 
worth £50,000 p.a., and will 
have the full support of the 
agency to expand with us. 

The agency is seeking men 
with good records and seats on 
the management committee 
will go to the successful 
applicants. 

To those men who know most 
of the advertising business, 
who see every product as a 
challenge to their ability, we 
say “ Write to us giving full 
details. This might be the 
opportunity you are waiting 
for”. ‘ 

Our own staff have been 
informed of this announce- 
ment. Write 


Box 4946 
Advertiser's Weekly 180 Fleet St €C4 


8! ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


Gee Advertising 
Leeds Office 
Copy-ideas Man 


We are looking for 

a young copy-ideas man, 

with experience in a first-class Agency, 
who has wide experience 

of creating advertisements for 

fashion and women’s consumer goods. 
He must have a lively mind 

and an ambitious, experimental outlook. 
He will work hand-in-glove 

with our Account Executives and 

we shall look to him 

to inspire artists and clients to 

high levels of advertising 

thought and design. 

In return we offer a really 

worthwhile future in a 


rapidly expanding office. 


Applications to 
J. R. Wayne, 
Director, 
Gee Advertising Limited, 
7 Bond Street, 
Leeds | 


| 
| 
| 


Phone 


your classifieds 


to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


RESEARCH 


SCHWERIN RESEARCH 
COMPANY LTD. 


positions as : 


(1) Research account executives. 


vertising, or films. 
(3)- Statistical clerks. 
(4) Film assistants. 
(5) Multilith operators. 


ing details in first application letter : 


(a) business experience, 

(b) reason for wishing job change, 
(c) salary expected, 

(d) available when ? 


in creative, qualitative, TV research.) 


Write in strictest confidence to : 


Personnel Manager, 
Schwerin Research Company Ltd., 
1, Old Burlington Street, 

London, W.1 


JOBS IN TV 


(In Association with Schwerin Research 
Corporation of U.S.A. and Canada) .. . 
invites written applications for staff ap- 
pointments/trainees (with possibility of 
U.S.A. training and placement) for such 


(2) Secretaries experienced in TV, Ad- 


No interview granted without the follow- 


(Schwerin Research is the only indepen- 
dent international organisation engaged 


NOVEMBER 16, 1956 


“CLASSIFIED ADVERTISEMENTS 


RCN 


require experienced lettering and layout man, able to 
progress, quickly and cleanly, agency visuals to client's 
rough stage. Ability to work in all mediums is essential 
and preference will be shown to applicants able to 
tackle finished work when required. 

Apply 

Art Director, 

Rumble, Crowther & Nicholas Ltd., 
184 Strand, W.C.2. 


ae (FEMALE) TO PRINT 
YER, required for publicity ou M 
- artment of expanding organisation LETTERING /LAY T N 
Agency or advertising department d i 
experience required. West End offices Required immediately. Good pay and 
conditions, Write, ‘phone or call : 
HARRIS, DOBBY & 
PARTNERS LTD., 


44, Essex St., London, W.C.2. 
CEN. 5304. 


Hours 9-5.30 pm Commencing 
salary £350. Apply 
Box 4975 Ad. Weekly 180 Fleet St EC4 


LETTERING ARTIST 


Age about 22 for lettering and finished : oe 
ni nates including some layout and PUBLICITY. Capable and intelligent 
design work, required by medium size writers, artists production an 
West End Agency (IPA) clerical staff required for busy tech- 


nical publicity department of flourish- 
Telephone or write for appointment to 


S. Corthine, Austin Knight Ltd ing West Riding engineering —~ 
i . “’ ls oO 
2!2a, Shaftesbury Avenue, W.C.2. Apply, with full detai age, 
TE 7801 experience and salary, t& 
7 Box 4961 Ad. Weekly 180 Fleet St EC4 


Be part of the 
world’s largest 
television agency 


McCANN-ERICKSON 
WANT A TELEVISION EXECUTIVE 


If you are one now and were previously an account 
executive ; if you have experience of client contact 


| in all media 


Write to the Director of Television 


McCANN-ERICKSON ADVERTISING LTD. 


McCann-Erickson House, Fetter Lane, E.C.4. 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS. 
COPYWRITER TWO JUNIOR ASSISTANTS 


— 


i age 20-25) having good knowledge of 
required by leading London Peri- if you are a ARTISTS - eee ae ret actenten, 


odical Publishing House. Young Ss Do : d in large West End Agency. 
o | AS you want a Reliable Agent ? require 
man or woman with at least 4/5 unveadeaite @ned Pigive end Leneving Arties cow Excellent sr ts to —o- 
P d iti x i- required. Regular Work and a cants for advancement to u 
Ai “tone Oe ae onan oO Regular Cheque each Month. Contact Executive status. Pension scheme. 
one. : rae Gy. stating age, and seek a change ring TEMPLE ART AGENCY, Please give brief details of experience 
experience and salary required to GRO 2585 9394, Chancery Lane, W.C.2. and salary expected. 
Box 4887 immediately . b HOLborn 8295. WELbeck 6655. Box 4987 


Advertiser's Weekly 180 Fleet St EC4 SPACE REPRESENTATIVES able to | ARTIST. First-class artist required for Advertiser's Weekly 180 Fleet St €C4 
show proof of £1,500 p.a. earning busy sales promotional studio. Must 
capabilities, required in London and be capable of slick work lettering, — - - “ on 
YOUNG MAN OR WOMAN required Provinces . for group of first-class figure, retouching Ideal offices CLERK/TYPIST, preferably —_ s m: 
with production knowledge, for print publications offering considerable canteen, non-contributory Pension knowledge of ecu _S _, ~ 
buying department of medium size scope to experienced men. Write, scheme, five-day week. £750 p.a required for ne : wm = 
agency Present staff are aware of giving details of age, experience, etc., | Write Advertising Manager, Cari- advertising agency apy F © 
this vacancy Write to to i bonum Limited Or telephone Pension scheme Write “eat 
Box 4983 Ad. Weekly 180 Fleet St BC4 Box 4965 Ad. Weekly 180 Fleet St EC4 | LEYtonstone 3600 Greenlys Lid., 9 Berkeley Street, 


MARKET ANALYST PFIZER LIMITED 


A young executive age 30-40 with experience of determining A we T | y T 
market potential and sales forecasting by statistical analysis is 
required to head new department with 100-year-old North required for leading Pharmaceutical Company at their Head 
British Rubber Company, currently engaged in a £3,000,000 Office in Folkestone to assist in Studio on general art preparation 
modernisation and expansion programme in conjunction with of packaging and display work. eabte ~~ 
the United States Rubber Company, one of America’s largest a hte SS ee under 35 and have a g 
rubber manufacturers. The COMPANY 1S Prepare to market The oolliin, which offers considerable scope for initiative and 
aggressively new rubber and plastic products in the field of advancement, is permanent and a non-contributory Pension 
Tyres, Footwear and General Mechanicals. Applicants should Scheme is in operation. 

have a knowledge of statistical method to degree standard. | Previous applicants need not re-apply. oe : 

A man with real initiative and desire to reach a position of Applications should be made in writing, giving age, details of 
responsibility is the one being sought. previous experience, etc., to 

Those interested are invited to write to the Industrial Personnel i roamed Sandgate Road, Folkestone, 
Relations Division, Castle Mills, Edinburgh. quoting reference F/AA/ 


PICCADILLY AGENCY requires (a) SALES REPRESENTATIVE required by ARTIST, male or female, required by COPYWRITER required with agency 
Secretary / Shorthand Typist, (b) point-of-sale and exhibition contrac- Bournemouth high-class co'our experience of consumer accounts and 
Shorthand Typist (c) Felephone tors S.W district Connections | printers Must be fully experienced contemporary style Write details of 
Receptionist /Copy Typist Hours desirable. Salary, commission, exps m creative design of showcards and age, experience and salary to F. John 
9-53), no Sats Congenial condi- Write in strict confidence, Managing | advertising material for national Roe Ltd... 20 St. Ann’s Square, 
tions Director | advertisers. State age and experience. Manchester 2 Tel BLAckfriars 
Box 4944 Ad. Weekly 180 Fleet St BC4 Box 4949 Ad. Weekly 180 Fleet St BC4 I Box 4980 Ad. Weekly 180 Fleet St BC4 786 


EXPORT ADVERTISING MANAGER | a anemia as ti i Sy 
MORE 


Immediate vacancy in London H.Q. of old 
and very well-known Industrial Concern e . 

for experienced agency-trained man T p y | 

capable of administering and organising 0 I S u q s e r ) 
entire campaigns in 40 markets and at 
least 7 languages. Must have sound ARE WANTED 
reliable judgment in print buying, In- 
ternational media checking, budget dis- 
tribution. Salary in proportion to age, 
experience and usefulness. Pension + 
scheme, Lunch vouchers. Interviews Lon- NE eee 
don. Send clear, precise details, but well as a designer we'd like 
PLEASE NOT if you are an enthusiastic to ese you Gems Renee 
beginner ; we just have no room for one. McCann-Erickson House. 


If you've been planning 


National Campaigns ; if 


Write or ‘phone Miss Fiona Holmes 


Box 4977 | or an appointment. 
Advertiser’s Weekly 180 Fleet Street EC4 


Previous applicants are gn who to reply to this second McCANN-ERICKSON ADVERTISING LIMITED 


McCann-Erickson House, Fetter Lane, E.C.4. FLEet Street 6543 


Phone your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


Thoroughly Experienced 
WOMAN 
SPACE BUYER 

- REQUIRED 


Essential Qualifications: First-class 
knowledge of the Technical, Industrial 
and Trade Press. Thorough experience 
of Space Department routine. Diplo- 
matist both with clients and Press. 


CLASSIFIED ADVERTISEMENTS | 
P_srrowmvenrs vac 


APPOINTMENTS VACANT 


TECHNICAL ILLUSTRATOR 


with experience of sectional and 
exploded line perspectives for inter- 
esting programme of Service Literature 
on air compressors. Engineering and/or 
drawing office experience would be an 
essential qualification, with knowledge 
of modern printing methods desirable. 
A good starting salary will be paid in 
accordance with age and experience. 
Apply in writing to 


NOVEMBER 16, 1956 


YOUNG LETTERING 
— 
Carey St., 


Di i ‘Studios 61 
A =0I0 s Studios, 
We. 2. 771. 


advertising man. 


ASSISTANT TO PUBLICITY MANAGER 


of progressive engineering company 


An interesting and varied job is offered a keen all-round 
The duties include the production of 
press advertisements and printed matter. 
produce good visuals and take to the printer’s mark-up 
stage is essential. Copywriting capacity with ability to 


Ability to 


grasp technical subjects an advantage. 


Working conditions are ideal in a New Town factory. 
Rented housing can be made available. 


Write stating age, experience and salary to : 
The Personnel Officer, The A.P.V. Co. Ltd., 
Manor Royal, Crawley, Sussex. 


JUNIOR PROCESS ARTIST required 


Used to responsibility and the control 
of staff. Must be able to prepare a 
Media Schedule and a Media Report 
without supervision. Must be a good 
organiser - oT an orderly mind. 

Prospects : is is an opportunity to | 
join an expanding London Agency with | A Ph Ag apm rg = “- 

@ progressive policy. The successful Regional Advertising staff of a major | 
applicant will have complete charge of film organisation. Top salary, plus | 
the department and every chance to other advantages, to the tight’ B omag 

contribute to the developments which | | no must be a reputable and keen | 
are now in course of preparation. Our P 
| 


RELIABLE ADVERTISEMENT 


p . salesman. successful applicant by technical journal publishers. Good 3 “om- 
a ae aie of this vacancy. Write will Peete from either the com- | salary. Pension fund Write, stating a ae oe 
ullest details to pany ‘s or Manchester office. age and previous experience. | Commission and expenses Good 
Box 4890 x ons rv * Weekly 180 Fleet St EC4 Box 4974 Ad. Weekly 180 Fleet St BC4 | opening with prospects for right 


Advertiser's Weekly 180 Fleet St €C4 


_ Box 4989 Ad. _Weekly 180 Fleet St EC4 
RETOUCHING AND LETTERING 


OLD-ESTABLISHED technical 


journal | | ARTISTS required for work on 
requires male Clerical Assistant with | | interesting accounts. Salary according 
some experience, for advertising j to ability. Our staff know of this 
Soa. Good salary and condi- | advertisement. Write, stating experi- 

ions. ence, to 
Box 4947 Ad. Weekly 180 Fleet St EC4 There is an immediate vacancy in the Publicity Department of | Box 4990 Ad. Weekly 180 Fleet St EC4 
| COPYWRITER. Large Liverpool 
RETOUCHER THE MARLEY TILE COMPANY LIMITED, | “seas Seti oration have 
vacancy or opywriter (male or 
Capable of colour and monotone work | female) preferably experienced in 
to highest standard in pleasant atmo- at Sevenoaks, Kent, for a versatile and imaginative young artist to fill the | departmental store work. Appli- 
sphere, and aged between 23-30. gap caused by the promotion of one of the existing staff. | cants must be conversant with all 
| classes of merchandise Excellent 
SMH Advertising Services Ltd., The activities of the Marley Group of Companies are highly diversified, and Perking conditions. Five-day week 
2 Doughty Street, London, W.C.I. the man we want will have a sound basic knowledge of layout and typo- ife assurance and pension scheme 
CHAncery 3901-2. graphy, and should be able to produce rough visuals, and finished artwork Full details, stating age, education, 
ncery and lettering. He will work on a wide and interesting range of material positions held and salary required, to 
| from point-of-sale to prestige booklets and leaflets Box 4991 Ad. Weekly 180 Fleet St BC4 

COPY TYPIST with knowledge of | 


classified advertising, able to use own 
initiative. Hours 9 a.m.-5 p.m. No 
Saturdays. Luncheon vouchers given. 
Telephone Mrs. Steed, FLE 1555. 5 


For the right man (who will probably be in his early twenties) the scope 
for advancement will be considerable. 
A second vacancy should appeal to someone with a little experience who 
is anxious to gain a real insight into the specialised field of Exhibition ~ 
Design and Display We are looking for a young man under 26 to assist 
ous | dhl the Exhibition Designer on a large number of major National and Provincial 
exhibitions and window displays. Some artistic ability is essential ; 
LONDON DISTRICT willi and enth coupled with some previous experience of 
REQUIRE drawing can, in all probability, lead to an interesting and permanent 


SALES EXECUTIVE oe 


WITH CONNECTIONS. 
First-class opportunity with expanding 


PRODUCTION MAN 


required by overseas advertising 


handling mechanical pro- 
duction and copy detail on a group of 
important overseas accounts. Sound 
technical knowledge, experience in 
handling suppliers, and organizing 
ability essential. 

Telephone or write : 


Please write very fully about your past and present experience, and the 
type of work with which you are most familiar. We also want to know 


company, write in strict confidence what your present salary is, and when you would be free to join us. Address “i mw ~ LTD., wa 
stating age, experience, terms, etc., to your letter to the | (GROsvenor 5526) a 
Managing Director. Staff Manager, | . 


Ms tae a ated ie The Marley Tile Co. Ltd., MULLARD LIMITED have an interest- 

- vertiser's Wee eet St ing vacancy in their publicity division 

le : y Riverhead, Sevenoaks, Kent. for a young man with a knowledge 

| A p ‘ 3 of electronics and an ability to 

SHORTHAND TYPIST (age 19 or Only applicants selected for interview will be notified. express himself in writing. This is an 

over) wanted by well established | opportunity for a person who wishes 

% advertising agency. This is an to enter the field of technical publicity 
interesting job calling for a sense PRODUCTION MAN 


which includes 
advertisements, 


the preparation of 


required with ; YOUNG VIRILE AND UNCONVEN- 
le literature and exhibi- 


of responsibility, previous agency experience. TIONAL FIRM specialising in con- 


Previous advertis- Capabi 


agency seeks part-time employment 
2 or 3 days a week. 
Box 4918 Ad. Weekly 180 Fleet St EC4 


“HAND - PICKED” SECRETARIES 
available. The Wi 
Wigmore St., W.1. 


(Baker Street) ; hours 9.30 to 5. 
A. not essential, if keen to learn, 
but some typing required. 

Details please, giving age, experience (if 
any) and salary envisaged to ‘ 


Illustrator exists in the Central London Offices of a major 
engineering concern. Familiarity with the interpretation of 
engineering drawings and an ability to convey essential features 
in an attractive way is required. This work is an important 
aspect of the preparation of descriptive technical specifications, 
compiled under editorial supervision. 


ing experience not essential but man to handle complete production temporary shopfronts, exhibition tions. The post is permanent and 
applicants must possess good speeds. details, blocks, typesettings and stands, interiors and displays, invite pensionable with salary according to 
Spring and summer holidays. Modern schedule control on a group of creative designer experienced in qualifications and experience, Please 
ces. No Saturdays. Good salary accounts. Please write in _ first all/some of the aforementioned, to | reply fully, under reference number 
according to age. Telephone for an instance, giving details of previous join them. In return for hard work, 889°Y), to Employment Officer, 
appointment Miss Usher, Alfred experience, “Ew and salary required, long hours, they offer unlimited Century House, Shaftesbury Avenue, 
Bates & Son, Ltd., 130 Fleet Street, to Godbolds : General Buildings, scope and opportunity to reach surtax W.C.2. 
E.C.4. FLE 8831 Aldwych, W.C.2 — a 
x 4992 Ad. Weekly 180 Fleet St EC4 | 
im APPOINTMENTS WANTED 
| 
TECHNICAL ILLUSTRATOR YOUNG LADY ASSISTANT | ciucr rvpocmaPuen/Desicwex 
2 Re. requir y vertisement Manager of a medium sized, well-establis 
\s Excellent opportunity for enthusiastic and experienced Technical pg Journal in pleasant West End | | 


gmore Agency, 67 


Box 4922 
Advertiser’s Weekly 160 Fleet St EC4 HUNter 9951/2/3. 


f d sal _ ory a = gy ng 
Full details of experience, qualifications an ary requi PRODUCTION MAN required with | MANA seeks change. ou 
‘ should be sent in the first instance to :— Previous agency experience. Capable | Consider any ap of sures 
. man 10 handle complete production | ©F"sdministrauive., London area’ only 
Personnel Manager, Schedule ‘contcet ofrescttings | and | Box 4883 Ad. Weekly 180 Fleet St ECS 
k BRITISH OXYGEN ENGINEERING LTD., accounts. Please write in first PICK HIM UP. Young man with usual 


my Angel Road, (North Circular Rd.), Edmonton, N.18. 
Telephone No. EDMonton 3020 
! 


instance, giving details of previous 
ae. Ot and salary required to a 
God Ss it General | in advertising agenc 

Aldwych, W.C_2. — Bon 4953 Ad Weekly 180 Fleet St BC4 


Phone your classifieds to WAT 3388 (Ex. 25) 


assets of drive, keenness and public 
school education, a lowly position 
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APPOINTMENTS WANTED 


YOUNG MAN, 26 years, N.S. officer, 
university background, travelled, fluent 


French, at present grammar school- 
master, wishes position leading to 
management, etc. Willing to work 
abroad. 


Box 4947 Ad. Weekly 180 Fleet St BC4 
IS THERE AN OPENING in book, 
magazine, advertising production, art- 
direction, for South African? (29) 
Five years’ experience publishing, 
production and films. Also illustrator, 
designer. 
Box 4987 Ad. Weekly 180 Fleet St EC4 
YOUNG MAN (24), two years’ experi- 
ence silk screen printing and art train- 
ing, seeks position in commercial art 
or fashion art 
Box 4962 Ad. Weekly 180 Fleet St EC4 
ADVERTISING MANAGER, aged 33. 
with extensive experience as practical 
printer and sales representative, seeks 
progressive change 
Box 4970 Ad. Weekly 180 Fleet St EC4 
WHAT OFFERS? Intelligent young 
woman with general commercial back- 
ground and agency experience, includ- 
ing account executive and copywriting, 
used to — contact, seeks change. 
London only 
Box 4982 Ad. ‘Weekly 180 Fleet St BC4 


ADVERTISING 
EXECUTIVE 


There is an advertising man living in 
London, at present Deputy Pub- 
licity Officer to one of the largest 
groups of engineering companies 
in the world. His salary is £1,150 
p.a. He wants a change of environ- 
ment, pace and position, and he is 
willing to discuss his ambitions and 
intentions with interested adver- 
tisers or advertising agents. His 
experience covers a period of 12 
years from studio junior through 
production, traffic, contact, to his 
present position. Specific details 
given on request. 


Box 4955 
Advertiser's Weekly 180 Fleet St £C4 


SLOUGH. Twenty-six-year-old adver- 
tising and sales promotion man, 
thoroughly trained all-rounder with 
pleasant personality, incisive mind, 
determination and record of positive 
achievemem, seeks challenging job in 
Slough-Reading-Bracknell area. Write 
Box 4978 Ad. Weekly 180 Fleet St EC4 

FREELANCE COPY of any kind 
(except highly technical). 

Box 4966 Ad. Weekly 180 Fleet St EC4 
TYPOGRAPHY, press or print. Senior 
man in leading agency seeks change 
Box 4967 Ad. Weekly 180 Fleet St C4 


EXPERIENCED SECRETARY, Short- 
hand typing, book-keeping, under- 
stands filing and office mana nt. 
Has had 15 years’ experience in deal- 
ing with all types. Has organising 
and i he oe. a is not 
content to be bage.”” 
Box 4976 Ad. Weekly. 180° Fleck St EC4 


ACCOUNT EXECUTIVE (26), public 
school education, over 6 years’ 
advertising experience, seeks progres- 
sive post with large agency/ advertiser. 
Box 4985 Ad. Weekly 180 Fleet St BC4 

SECRETARY/ASSISTANT (22) secks 
responsible post. Used to working 
on own initiative. 

Box 4986 Ad. Weekly 180 Fleet St EC4 


MISCELLANEOUS 


DEBTS COLLECTED, London and 
throughout Britain. No commission 
unless results, Brilegal . — a a 


1919), 80 Leeds Road, Bradford. 


SALES AND WANTS 


WANTED. Scrap blocks, copper, 
electros, zincos, stereos or type. 
Cash on collection. J. Luck Ltd., 
14 Theberton Street, London, ry 
CANonbury 1683. 


| 


| 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


FREE-LANCE 
VISUALISER 


LONDON PUBLICITY DE- 
PARTMENT of large Industrial 
Organisation requires a FIRST 
CLASS FREE-LANCE VISUA- 
LISER for approximately two 
days a week. 


Box 4940 
Advertiser's Weekly 180 Fleet St EC4 


DOCTOR, experienced in copy writing 
and promotion of pharmaceutical 
specialities, is free to consider part- 
time appointment as a consultant or 
director in advertising 
Box 4935 Ad. Weekly Tso Fleet St EC4 


GREETING CARD 
ARTISTS & DESIGNERS 


Greeting card manufacturers wish 
to contact artists able to design 
attractive cards—Christmas, Birth- 
day and Special Occasion—suitable 
for general market. Novelty of 
design and/or fold of card particu- 
larly interesting. Roughs or art- 
work should te sent for con- 
sideration to 


A. MASON & Co. Ltd. 
207 ST. JAMES’S ROAD 
CROYDON . SURREY 


TECHNICAL PUBLICATIONS AND 
PUBLICITY from original 
final printed job, includi 
artwork. Consult Raymon 
& Co., Ltd., 32 Kings Road, Ww 
den Green. London, N.W.10. 


FREE LANCE 
DESIGNERS 


The Design Department of 
J. Lyons & Co. Ltd., Cadby Hall 
are interested in Food Packaging, 
Typography, Graphic design for 
original Menus and other similar 


work. Telephone for appointment 
Riverside 2040, Ext. 1094, 


MEDICAL WRITER 
WANTED 


Can you write forcefully on 
medical subjects, with technical 
authority but in warm human 
terms? If so, you're a rare bird 
and we can use you! Please 
write, giving synopsis of your 
career and qualifications for this 
job, to: 
Box 4959 

Advertiser's Weekly 180 Fleet St EC4 


DISPRO LTD. Ask your 


EXPERIENCED FREE LANCE secks 
working arrangement with Agency or 
Studio. 

Box 4837 Ad. Weekly 180 Pileet St BC4 


FREE-LANCE AND 
SPARE-TIME 
COMMERCIAL T.V. 
WORK 


Scriptwriters, Ideasmen, 
Storyboard Artistes, 
Animators, Designers, 

Puppeteers. 
If you are expert in any branch of 
production of filmed Television 


Commercials and you would like 
Free-lance work, please write to: 


The Managing Director, 
Guild Television Service Ltd., 
Exchange Court, 
Strand, W.C.2. 


MARKET RESEARCH 


Field work, tabulation and reports of 
all kinds undertaken 
Consumer Research Led., 
54, Great Marlborough Street, 
London, W.!. 
GERRARD 0068 


LEADING West End photographic 
studio serving top editors, advertising 
agencies and fashion houses (sales 
above £20,000 per annum), would 
consider joining forces with publish- 
ing group, advertising agency or 
similar organisation. 

Box 4936 Ad. Weekly 180 Fleet St BC4 
ADVERTISING AGENT wanted OF 
expanding retail organisation. Sma 
agent with bright ideas preferred. 
Box 4971 Ad. Weekly 180 Fleet St BC4 
NEWLY FORMED BUILDING 
SOCIETY requires services of Adver- 
tising Agent, experienced in building 
society publicity and media. Write 
Box 4963 Ad. Weekly 180 Fleet St EBC4 


THE POCKET PRESS GUIDE 


in your pocket ensures instant reference to 
facts and figures on 3,000 Gritish Pub- 
lications ~ Ad. Rates - Circulations - 

Cost 


De lu 


D. H. BOND LIMITED 
120 Bank Cham 


329, High Holborn, W.C.1. 


BUSINESS OPPORTUNITIES 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature. 
Top Quality Black-and- White and 
Colour photo litho. 
GOTHIC PRESS LIMITED 
Euston 5845. 42 Osnaburgh Street 
(Opposite Gt. Portland St. Station) 


ARTISTS’ MATERIALS, greeting cards, 
potiary, picture framing and print 
business, pleasant N.W suburb. 

odern flat over with vacant posses- 
sion, long lease ; including complete 
pottery equipment (Grafton electric 
kiln). £2,000 (0.n.0.), plus stock at 
valuation. Box LS692, A.K. Advg., 
oita Shaftesbury Ave., London, 
‘Cc 


MEDIUM SIZED. ae 4 
LISHED, WEST END GENCY, 
with full facilities for okie first- 
class service to a considerable number 
of extra accounts, is prepared to dis- 
cuss arrangements with principals con- 
sidering retirement who wish to enjoy 
a@ permanent income from personal 
accounts without the detail worry. 
Please write to Principal, = arrange 
strictly confidential mecti 

Box 4968 Ad. Weekly 180 Fleet St BC4 


SMALL BUT EXPANDING studio of 


commercial art (all branches) and 
industrial design, situated in Liverpool, 
requires extra capital for further 
expansion. Limited liability company 
being formed Interest or working 
arrangemegt offered especially to indi- 
vidual or firm able to introduce busi- 
ness 

Box 4960 Ad. Weekly 180 Fleet St BC4 
rinter about 
high gloss, colour 
and durability 
Dispro Lamination—he knows ll 
about it—or ask us for specimens. 
Dispro Limited, 36-38 Peckham Road, 
London, S.E.5. RODney 7171 (six 
lines). 


the wonderful 
intensification 


CIRCULARISING LTD. 
« All that the name implies”’ 
agg Febtinn. Gacigsing, 


Mailing. 

cating. Lists Supplied 

tained. Direct mail 

prepsered and executed wi 
and efficiency 

Telephone 

Hunter 9627. 


19 Marylebone Lane, 
London, W.1!. 


PRINTERS 


FIRST 


CLASS PUBLICATION. 
desire to obtain the printing of 
monthly Publication 
and half-tone printin 
quality is essential. 


nquiries treated 
in confidence to G. F. 


omkin Ltd., 


Printers, 501-5 Grove Green Road. 
Leytonstone, E.11. Telephone: LEY- 
tonstone 1164-56 


PROVINCIAL PRINTERS are ready 


to undertake additional contracts upon 
completion of re-organisation. Any- 
thing from hand-bills to full-sized 
newspapers, Main line to London. 
Your enquiries appreciated and 
treated in strictest confidence. 

Box 4972 Ad. Weekly 180 Fleet St BC4 


ACCOMMODATION 


PICCADILLY AGENCY has space for 


two free lance artists. An outstanding 
visualiser especially welcome, Work 
available. 

Box 4945 Ad. Weekly 180 Fleet St EC4 


SPECIAL ANNOUNCEMENTS 


See October 26 issue of 
ADVERTISER'S WEEKLY, pages 
50, 51, 52 and 53, for the 
Services & Supplies Feature. 

Novembef 23 will be the 


next issue containing this 
Feature. 


See November 9 issue of 
ADVERTISER'S WEEKLY, pages 
70, 71 and 72, for the Monthly 
Register of Trade and 
Specialist Publications Section. 

December 14 will be the 
next issue containing this 
register. 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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STOP PRESS 
we) 


Suez crisis hits 
petrol ads 


helping them in any other way we 
can,” he said. 
Based on “Statistical Review” 


+ figures, it is estimated that in 
el Is in over November last year the petrol com- 
Rae panies were spending nearly £26,500 
- a week on press advertising alone. 
The British Transport Commis- 
cou ntries sion substituted alternative copy for 
; their ads due to appear in “The 
Three quarters of the circulation of The Times bs od -... — a. By ~ 
Weekly Review goes abroad, to more than 


petrol. Message asked “save petrol 
95 different countries. A third of its readers by using public transport.” 


are direct postal subscribers—one in four Double-column spaces up to 6} 
sa aiheen Shem in the United States of 2 inches deep were also booked to 
display the message in nine national 
America or Canada. The people who read morning newspapers next day, white 
The Times Weekly Review are executives 24 hours thousands 
in business and industry, government and 
local affairs. They buy it because they 
need news and comment from London 
backed by the resources and 
carrying the authority of Industry Emergency Committee, set 
The Times. up last week to help Government 
to deal with application of 


measures, 


In speech to New 


“To the advertiser b. 
results that matter. If our news- 
papers can sell the goods we have 
nothing to fear from 
Se en ee 

ives.” 


_ Nielsen survey in Yorkshire 


WEEKLY REVIEW 


Published every Thursday. Press date 12 days preceding 


a demonstration 
=e Miss Evans, of Yardley & Co. 
er on Wednesday at 7 p.m. On 
riday club will hold social evening. 


Printed by St. Clements Press ‘Limited, Portugal Street, Kingsway, London, W.C.2, for the proprietors. Business - Publications Limited, 
registered offices: /80 Fleet Street, London, E.C.4, Enalond ier 3388). 
Advertisement, Editorial and Sales office: Merowry Mouse, 109-119 Waterloo Road, London, S.B.1 (Waterloo 3388). 
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ditions. It could not be waived os 
without prejudicing the others. —. 
A London spokesman of one of es 
the TV contractors agreed that the a 
4 petrol companies were being held o 
BS, tal to their bookings—“but we are ad 
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- ‘ ’ : ties 2 se oe Bee, zr half-yearly meeting on Wednesday. : 
“i a} - 1 a Sea fa sts, Se H. R. Pratt Boorman (“Kent . 
a ENG \ pater ane am se Messenger”) said that recent market 
eh all = bn } ; ee | See Sa survey by a television contractor . 3 
- ie “ded- q ; ae Bs a produced figures “damaging to local ai 
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your advertisement in Rg rrr ca 
these 11 days of 57,000 homes with - 
commercial TV sets, bringing total ' 
to 182,000 -. nme yo 12. - 
> © ane Bu Emphasised not ved capable ‘ 
THE aes TIMES of tuning to Emiey Moor. ! 
> ay A . =k 
Sa ee New tri er 1 botth 
Grants Standfast Scotch whisk P 
launched yesterday (Thursday) with : 
half-page in “Daily Express.” Other 
national and Scottish — = 
to be used. Agents: ' A 
Crowther Ltd. 
Wynford Vaughan Thomas will 
speak at luncheon meeting of Pub- 
ee iicity Club of Sheffield on Friday. 
Regent Advertising Club are hold- ? 
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